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FEATS OF FASHION ¢esult from a smooth co-ordi- 
nation of highly imaginative minds and creative skill... ap- 


plied to fashion's favorite leather... HUBSCHMAN’S 
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designed by PALT uso Samuels Shoe Co., 25th and Madison Sts 
ST. LOUIS 6, MISSOURI 


DE vr 


UBANGI ELITE PATTERN ON THE GRANADA LAST. Illustrating the new trend 
for fall, one of De Liso Debs’ lightweight calf sling pumps with closed shank 
quarter, yet light, open up and airy. 


TANDRITE CALF—BLACK with copper wire accents. Also available in #3361 
Fruitwood, or any other Hubschman color. 


E. HUBSCHMAN & SONS, INC. ¢ PHILADELPHIA 23, PA. 








Wouldn't you like the full story, too, on Naturalizer's extra 18.9% for these 6 big stores? A year ago the 


Russell W. Allen Company made a profit analysis of 6 women’s shoe departments. They reported that, good as 
Naturalizer sales were, they would be even better if stock and sales curves were more closely matched. Last fall 
the 6 stores followed Allen’s recommendation and increased Naturalizer sales 18.9%. Turnover increased. Mark 

downs decreased. Net profit percentage rose 17%. Get all the details in the new Russell W. Allen study — No. 3 
of a continuing series on men’s, women's and children’s shoe profits sponsored by Brown Shoe Company 


Write, wire, or call Naturalizer Division, Brown Shoe Company, St. Louis 


Brown Shoe Company 


St. Louis ... Makers of: Air Step * Buster Brown * Official Boy Scout Shoes 
Official Girl Scout Shoes * Life Stride * Naturalizer * Pedwin * Propr-Bilt 
Risqué * Robin Hood * Roblee * Westport 
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free to grow as nature intended—without the restraining 


y) 
~ / 


influences of civilization. oe 


- e & " 
When he gets in the mood for shoes you can assist him, F *. 
FLEET-A/R 


as well as yourself, to a finer destiny by selling him . «4 . 
SHOES FOR CHILDREN 


EBY SHOE CORPORATION EPHRATA, PENNA, 
New York City Sales Office; 465 Marbridge Bidg. 
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--- and Gallun’s Milwaukee Calf sets the style 
that helps sell your shoes 


Fo: pleasing milady's eye and gracing her 
foot, Gallun’s Milwaukee Calf has few peers 
This distinctive leather bespeaks elegance at 
every step, with its deep, mellowed-to-perfec 
tion color . its rich sheen and lustrous 
beauty. And comfort’s afoot, too with a 
soft, amazingly supple feel that promises 
wonderful walking. 


Small wonder that Milwaukee Calf appeals 
to your style-conscious, quality-conscious cus 
tomers—customers that appreciate the finest 
To be sure of that extra something that pays 
off at the fitting stool, always check the Gallun 
numbers in your orders to leading manufac- 


turers. A. F. Gallun and Sons Corporation, 


Tanners, Milwaukee, Wisconsin. 


Mbcaukee Calf 


OTHER FAMOUS GALLUN TANNAGES 


NORMANDIE CALF 
CRETAN CALF 
NORWEGIAN CALF 
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Black Suede $5.85 
Black Calt $6.00 


Juss discourd 


20 days 





TOP HAT 


Black Suede 
Black Calf 


$5.35 
fuss discount 30 dasys 


VENUS FLAT 


Black Suede 


stock... | b. — 


Black Calf 


$4.85 


(in stock) | Rel 
30 days 
Sweater pumps... 





VENUS SWIRL 

Black Suede, Black Calf $6.35 
buss distouvt 

30 dass 


SEND ORDERS TO IN-STOCK DEPARTMENT, DEMOSETTE SHOES, WASHINGTON, MISSOURI 
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don’t let them scuttle 





The fatal five can do it—for general cushion- 
ings, however excellent, simply cannot 
match a cushioning specifically designed for 
footwear. 


Airfoot by Goodyear, the greatest name in 
rubber, is the ONLY foam rubber cushioning 
specifically designed to meet every shoe- 








your cushioned footwear repeat business! 


AIRFOOT FEATURES YOU CAN FEATURE: 





lighter, by far, than other 
rubber cushioning of the same 


tough. 










AirFOOT is lighter-weight — 


density — yet surprisingly 





AirFoot has balanced ventila- 
tion—it’s cooler because 
Goodyear’s precisely 
controlled aerating process 
balances interconnecting air 
cells, distributes them evenly 
so ArrFooT “breathes” all over 
—yet has no weak spots. 



















cushioning killer—and still outlast the shoe! 


That’s why foremost footwear manufac- 
turers are switching to AIRFOOT—and why 
retailers who value repeat-business are 
demanding AIRFOOT in their new lines. Have 
you asked your suppliers about AIRFOOT? 
Goodyear, Airfoam Dept., Akron 16, Ohio. 








AIRFOOT gives unvarying 
support—the ideal density | 
(amount of bounce) has been | 
scientifically determined by | 


shoe manufacturers, 












——————— — | 





AiRFOOT outlasts the shoe! | 
Because of its years in devel- | 
opment, AIRFOOT has been | 
thoroughly tested under all 
conditions. It doesn’t crumble, | 
pack down — exerts gentle, | 
buoyant, upward pressure for | 
the life of the shoe. 


i 
nd 





Airtoot, Airfoam—T.M.'’s The Goodyeer Tire & Rubber Company, Akrou, Ohio 
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Attention, Shoe Manufacturers! Get free Airroor test-stock and full information 
without obligation from Goodyear, Airfoam Dept., Akron 16, Ohio. 


AIREFOOT# GOODS YEAR 




































CELLULOSE 


IT’S WHAT'S 


INSIDE 


PURIFIED 


THAT MAKES 


THE SHOE 





ow many of these qualities are you getting in the insoles you use — 


@ Flexibility @ Uniformity @ Transverse Rigidity 
@ Strength e Comfort Depth e Cellulose Breathe-ability 


All six are essential to perfect shoe performance—and only ONCO 
Insole-ated offers you this “Six-Way Balance of Qualities.” 


That's why ONCO Insoles have gone into over a billion pairs of shoes. 


For better shoes at less cost use ONCO—the accepted standard of qual- 


ity. For samples and information write Dept. CA-6, our Boston office. 


onco 


Gusole B mony COMPANY 
AEA Cie 
oF 





Berlin, New Hampshire 
General Sales Office: 150 Causeway Street, Boston 14, Mass. 


SOLKA PULPS * SOLKA-FLOC * NIBROC PAPERS * NIBROC TOWELS * NIBROC KOWTOWLS 
NIBROC TOILET TISSUE * BERMICO SEWER PIPE AND CONDUIT * ONCO INSOLES * CHEMICALS 


Boot and Shoe Recorder 





A Spectator Pump... 


for “moppets” is 
one of a collection of 

suggested patterns 
in new colors for 


Children’s shoes. 





1 magnificent new finish 





has been added 
lo this 


versalile leather. 
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| Back AVOWNITE Soles 
<~ for better Back-to-School 


business - 


Children’s business is good business, and you can get 
more of it by featuring Avonite Soles on your children’s 
shoes .. . and in your back-to-school advertising. More 
and more mothers are buying children’s shoes by the 


oe ““Avonite Solemark of Quality. 


aeF 
OP 


er wear means better profits 


Avonite Soles put your children’s shoe business on a 
firm profit basis. You actually make more on shoes with 
these soles that wear so long. Returns and sole replace- 
ments are practically eliminated. Repeat sales are in- 
creased, new customers are brought in through mother- 
to-mother advertising. You build customer confidence 


and good will when you place your confidence in shoes 


with Avonite Soles. 


AVONITE SOLES SELL SHOES 


Manufacturers’ brand names profit from association with the Avonite Solemark. Consistent 


national advertising keeps consumers aware that it is 


not on all shoes: - - just the best ones 


AVON SOLE COMPANY . AVON, MASSACHUSETTS 


4 \ eT y 


Makers of the famous AVON DU-FLEX, CUSH-N-CREPE and DU-FLEX AVONITE SOLES 















New shoes are a Necessary expense of a 
New school year. Make them less expen 
Sive by choosing shoes with Avonite 
Soles, Prison these sole § rarely have to 
be replaced Wear tests that even 
YOUNKStEers Who ! on Shoes 
usually Oulpgrow 
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Soled Shoes be 
fore they can zo through the soles 
Avonite Soles have Other 'M portance ad 
vantages, tog They are flexible 
from the 





right 
Start, wear evenly Maintain a 
flac, firm walking Surface They 
waterproof. Protect borh feer 
UPPers, and help keep shoes 
new looking They are 
BN Of pood 
Solemark. of ¢ 
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Avonite Soles 
°° opproved 

for the Official 
Girl Scout Shoe 












shoe value 
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COAT Means that a thild may Wear his sho, after he ha; 
OUulkrowN them Avoid thj; danper by having the fit checked hy your 
after thre, months of weay 
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HUSETTs 
SOLE MATERIALS 


DU-FLEx AVONITE SOLES 


just the best ones 






not on all shoes ies 





ED HOGAN 


FRANK SHYNE 


Plant Superintendent 


am 


a YEARS OF PROGRESS 


IN THREE SHORT YEARS, contributions galore — many of them original 
4 and exclusive — have provided great benefits in time, quality and 
a _ savings to the Shoe Manufacturers of America + + * * + AND NOW WE ARE 
BUILDING an ultra-modern new plant to accommodate our sensational 
growth . . . floor space will be increased more than 3 times . ... 
the company’s capacity will increase more than 100% . . . employment will 
be increased twofold * * * x * In this huge plant, you will find some 
revolutionary new advances . . . a modern laboratory; new time-saving and 
money-saving machinery; an ultra-modern, in-plant engineering department; 
a complete tool and die making unit, numerous other new processes and 
























sell more back-to-school shoes... 


Style 5988 





Pro-tek tiv 


made for good fitting as the foot develops 


MODERN AGE 


for every age 


Style 2121 















Style 140 


MODERN AGE 


Official Girl Scout and Brownie Scout Shoes 


There’s plenty of business for you in the 
back-to-school rush... but you’ve got to 
have the shoes your customers want when 
they want them. You’ll save yourself plenty 
of headaches if you size-up right now. 
Extra pairage on your shelves means extra 
sales and profits. Build up your stock of EXT 1 Up D 0 [T shoe 
these fast-moving basics ... get your for extra support when needed 
size-up order in today! 


Style 4962 


We are placing these lines on 

an agency basis in better stores. FINE QUALITY CHILDREN’S SHOES SINCE 1882 
If you would like to see our latest 
catalog or want a representative Reading, Pennsylvania 
to call... drop us a line. 





Terms 5%--30 days f.o.b. Reading, Pa. 





SAMPLES IN: j 
Room 411, Marbridge Bidg., 47 W. 34th St., ° 
New York City/Room 919, Haas Bldg, 

219 W. 7th St., Los Angeles 











BUILD 

YOUR 
REPUTATION 
WITH 


SHOES for INFANTS, CHILDREN, MISSES, GROWING GIRLS 


The Jack and Jill reputation for quality is 
the surest, soundest foundation for building 
better back-to-school business. More and 
more top-notch retailers are bolstering their 
name by promoting the Jack and Jill shoe 
— a quality all-leather product for over half 
a century. No other children's shoe offers 
sturdier construction, finer craftsmanship, 
IN the exclusive KAMPTRAMP Sole* or greater 


dollar value. What's more, when you stock 


STOCK Jack and Jill shoes, your mark-up rises, eas- 


ORDERS SHIPPED THE DAY RECEIVED ing the squeeze of today's higher overhead. 
Let Jack and Jill's half-century know-how 


add to your prestige and profits. Don't 
NATIONALLY ADVERTISED IN delay, write for details on your neighbor- 


PARENTS’ MAGAZINE hood franchise today. 


WITH THE EXCLUSIVE 


*KAMPTRAMP SOLES 
are waterproof, more Sexible, 
25% longer wearing. 


KAMPTRAMP 


LEATHER SOLE 
ADAMS BROTHERS, INC. © PITTSFIELD, NEW HAMPSHIRE 


FAR WESTERN DISTRIBUTORS: Solnit Shoe Co., Los Angeles @ Buckingham & Hecht, San Francisco 
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WATERPROOFS LEATHER 
MELPS KEEP FEET ORY 


pom SILICONES 






























































ESQUIRE 
Shoe 
Re-fresher 


MATHER CONDITIONSR §10PS SHOE ODORS 
CLEANS AND NOURISHES 
PRESERVES AND PROTECTS 
ALL LEATHER ITEMS 
contains Lamoun 


ewan 
REXACHLOROPHENE 








The non-inflammable dry 
cleaner that sprays on! 


line of 
espe 
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The push-button way to Stops all shoe odors! 
clean & preserve leather! § = Relieves foot discomfort! 


“All sell will break loose” with ESQUIRE’S 
NEW AEROSOL BOMBS on your shelves. 
You can set your sights on peak volume in 
leather-care items! Each performance- 
packed bomb makes the job it was created 


for easier, pleasanter. The famous ESQUIRE 


name does the same thing for your selling 


++ makes it easier than ever and builds up 


ire profits all along the line. So don’! 
.. stock up on ESQUIRE AEROSOL 


‘BOMBS now, and be ready for the flood of 


Broadcasting Co. Network 
9 P.M. EST Coast to Coast 


of Knomark Mfg. Co., Inc., Brooklyn, N.Y. 





“Johnsonian Guide-Steps 
are not only the best fitting 
shoes we’ve made... 
they’re the best looking, too!” 


says Charles F. Johnson, Jr. 
President, Endicott Johnson Corporation 


‘When we decided to start making our Johnsonian 
men’s line on the famous Guide-Step principle, 
we knew we were building a solid selling point into 
these shoes: wonderful fit, thanks to lasts that 
result in shoes that are designed to fit the foot in 
action. 





“But we didn’t stop there. A fast-moving line 
of shoes has to look good, too. So we did a real 
styling job on Johnsonian Guide-Steps, and believe 
me, these shoes will sell. 


“If you want more information, write to me per- 
sonally, Charles F. Johnson, Jr., Endicott Johnson 
Corporation,Endicott 1, N. Y., and I'll send you 
full details. If you’d like, I’ll also have one of our 
men call on you. 


“By the way, they’re priced $@)95 


to retail profitably at and up.” 


A PRODUCT OF Menoicorr JOHNSON 
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ly this issue the Recorver tells the advance story of 
the Spring Leather Show, to be held at the Waldorf- 
Astoria, New York, August 9 and 10, Also we report 
trends and highlights in leathers for Spring footwear 
and reveal a varied and brilliant color picture, as out- 
lined by the Color Bureau of the Tanners Council of 
\merica. 

From every angle, Spring and Summer of 1956 give 
promise of assuming special interest and importance 
in the field of leather and shoes. New fashion ideas and 
new concepts in the styling of footwear, plus a favor- 
able economic atmosphere for their promotion, have 
already given a definite impetus to production anil 
sales. The big question now is how to maintain ihe 
present momentum and if possible increase it. That 
problem, plus others related to it, will doubtless con- 
stitute main topics for discussion pro and con during 
Leather Show Week. 

“The most surprising development so far this yea 
has been the sustained increase in retail (shoe) sales,” 
the Tanners’ Council observed in one of its recent news 
bulletins. “Conservative estimates had anticipated that 
store volume would show some gain, but the increase 
recorded for the first six months points to a record 
level of consumption. Even more important, consumers 
have responded to the appeal of fresh merchandise, to 
the promotion of new patterns, colors and textures in 
leather. While specific sales data are not available for 
other leather products, store reports do indicate similar 
volume increases.” 

The Council bulletin points to the shift by retailers 
from ultra-cautious and hesitant buying which char- 
acterized the earlier part of last year as one prime 
for the fact that 
industries 


reason output in shoes and other 


considerably 
“The 


stores seem to have learned that in order to meet con- 


leather-consuming has been 


higher in the corresponding period of 1955. 


sumer demand, minimum stocks and timely orders are 
necessary. Shoe factory operations have been excep- 
tionally high, with an estimated production for the first 
six months of 293 million pairs. By all normal stand- 
ards and precedents this rate of production should be 
regarded with some skepticism; it seems doubtful that 


output can be held at the same level during the second 


August |, 1955 


OUTLOOK 


Everybody Wants to Know 


half. However, retail shoe sales have increased by 
virtually as much as production.” 

On the other hand, Julius Schnitzer, director of the 
L. S. Commerce Department Leather and Shoes Di- 
vision, recently expressed the view that if the current 
high level of output continues, much of the increased 
volume of production may go into inventory, thereby 
borrowing from next year’s production (Washington 
Newsreel, page 44 this issue). 

Shoe business has always been an industry of peaks 
and valleys, due in large part to the element of season 
ality. But the rise and fall of factory activity must also 
be attributed in a considerable measure to the moods 
and manners of retail buyers and more especially, per- 


When 


merchandise tightens up, stocks decline and sales are 


haps, of merchandise managers. buying of 
lost. thereby accentuating the vicious circle. /-ventually 
consumer demand forces the issue, buyers become more 
aware of the shortcomings of their stocks, throw caution 
to the winds, often proceed to rebuild inventories 


beyond their needs, 


View ING this year’s extraordinary production figures 
to date, some cautious manufacturers have begun to 
wonder whether something of this sort may be taking 
place today. It is good judgment, of course, to consider 
fearful 


could be wrong. Up to this time there has been little 


the possibility. On the other hand, the ones 
if any tangible evidence to support the suspicion of 
serious overbuying, despite talk of higher prices, 
What everybody wants to know, and what promises 
to be the main topic of discussion at the Leather Show 
is “Where do we go from here?” Can the shoe and 
leather industries, through co-ordinated effort in styl 
ing, promotion, salesmanship and otherwise, keep shoe 
reasonably close to 


sales from now until next Summer 


the level maintained since the middle of °547 Can sales 
and production be further increased? Is shoe business 
inevitably subject to recurring peaks and valleys, or 
are we, at long last, in sight of the goal of increased 
Next week's meetings 
But 


they should at least provide some indications of prob 


sales and steady production? 


in New York may not supply the final answers. 


able future trends and direction. 










The salesmen, the 
two great lines 


New styles, new colors, new fabrics. 
They’re full of news. Backed up by a 
greatly expanded TV program and 


spectacular store promotion materials. 





Suns vy) 
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Featuring CONTINENTAL TOUCHES 
in their bright, bold, beautiful designs. 
Supported by brilliant 4-color 
advertising and displays. 





¥ 


SNOW OTTS 
Tu stock —Tammediate shipment 


LINDA 
$310 


less 5% 
30 days 


White 

Basque Red, Black Trim 
Navy Blue 

Black Smooth 

Black Kid Suede 


M 3%-10 
N 4-10 


SOBBIE 
$310 


less 5% 
30 doys 


Pinked Collar-Strap 
Pastel Pink-White Collar 
Pastel Blue-White Collar 


Black Patent-Grey Collar’ 


M 3%-10 
N 5-10 


BARBARA 
$310 


less 5% 
30 days 


White 

Basque Red 
Black Smooth 
Black Kid Suede 


M 3%-10 


PARAGOULD 


PEGGY-SKIMMER PUMP 


Very best glazed kid upper. Leather lined. 
Leather sole. Perfect fit. Quality so 
good stores are retailing them for 
$6.95. Most popular style in 


America today. 


Sizes 5-10 


Brown Kid Suede 
Black Kid Suede 
Black Patent 
Black Glazed Kid 
Navy Blue Kid 
Cherry Red Kid 
Pastel Pink Kid 
Pastel Blue Kid 
White Kid 


Wore than 


70 
other styles in stock 


Write Dept. 57 for our Catalog and Prices 


Manufacturers Exclusively 


Sizes 4-10 


Brown Kid Suede 
Black Kid Suede 
Black Patent 
Black Glazed Kid 
Navy Blue Kid 
Cherry Red Kid 
Pastel Pink Kid 
Pastel Blue Kid 
White Kid 


JUDY 
Street Ballerina 
$200 


less 5% 
30 days 


— ED WHITE JUNIOR SHOE CO. 


$310 


less 5% 
30 days 


B 
Sizes 32-10 


Brown Kid Suede 
Black Kid Suede 
Black Patent 
Black Glazed Kid 
Navy Blue Kid 
Cherry Red Kid 
Pastel pink Kid 
Pastel Blue Kid 
White Kid 


White Elk 
Black Elk 
Red Elk 


M 34-10 
N 5-10 


ARKANSAS 
WEST COAST: M. S. Rifkin Shoe Co., 761 So. Los Angeles St., Los Angeles, Calif. 
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ALL OVER 
THE COUNTRY 





Shoemakers 
are saying: “We've handled them all and CANDY KIDS stand up best” 
“Smooth insides after long wear’ 
“Best leather’ 
“Easy to repair” 
“Shoes don’t curl” 
“Most shoe for the money — anywhere” 


SHOES FOR CHILDREN 


Around $5 through our distributor in your area. For his name, 
write: CARIBE SHOE CORPORATION MANATI, PUERTO RICO 
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PERFECT FOR SLIPPERS, 
SCUFFS AND BEACH WEAR 
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LIGHTWEIGHT 


Extremely light cellular soling 


material 


RESILIENT 


Remarkably flexible and 


comfortable 


SMOOTH SUEDED SURFACE : 


WON'T ABSORB 
WATER 


Closed cells shed water like a 


duck's back 


& 


COLORFUL 


Available in a variety of smart 
fashion colors. 


attr " ' 


PARENTS) 
HEELS AND SOLES 


AMERICAN BILTRITE 


Ruse BER COMPANY 





Profit Promotion for 1956: 


BE GOOD 
TO YOURSELF 
WITH | 
LEATHER 


Official Showing 
of American 


- LEATHERS 


for 
Spring and 
Summer 


1956 


AUGUST 


9°10" 


Grand Ballroom 


WALDORF-ASTORIA 
New York City 





adlines and Footnotes 


Important Trade News and Trends of the Fortnight 


As Reported by RECORDER Correspondents 





Union Ready to Help Finance Shoe Promotion 


AFL Boot & Shoe Workers Organization Prepared to Lay $100,000 
on the Line as Initial Contribution to an Organized Industry 
Fund with Aim and Objective of Increasing Per Capita Shoe Sales. 


“Our union now stands prepared to make a sub- 
stantial financial contribution to any organized fund 
operated and supported by the shoe industry for a 
national footwear promotion program directed to the 
American public and aimed at increasing the per capita 
consumption of shoes.” 

In a surprise move believed to be unprecedented in 
the three-billion-dollar shoe industry, John J. Mara, 
president of the 60,000-member AFL Boot & Shoe 
Workers Union, largest labor union in the shoe indus- 
try, has offered to put up $100,000 as an initial contri- 
bution toward such an industry fund. Furthermore, 
the union is ready to contribute at least $100,000 in 
addition each year once an industry fund has been 
established. 

Mara unveiled his plan in an exclusive interview 
with Boor anp SHoe Recorper. The plan, held under 
close wraps during its careful preparation, had been 
approved and enthusiastically endorsed earlier by the 
union’s General Executive Board at a closed meeting 
during the annual convention of the BSWU in New 
York a few weeks ago. 

Mara stated: “The shoe labor unions are deeply in- 
terested in the prosperity and growth of this vast in- 
dustry from which an estimated 800,000 persons make 
their living. A more prosperous industry means more 
security and an expanding standard of living for the 
nation’s 250,000 shoe production workers. Getting 
more people to buy and wear more shoes is just as 
much the primary concern of the labor unions as it is 
the primary interest of the 25,000 retail shoe stores, 
the 1000 shoe manufacturers, and the several thousand 
member firms in the allied trades. We all have an 
equal stake in such an objective.” 

In a detailed economic report based on an industry 
study prepared by the union, it was pointed out that 
per capita shoe consumption over the past decade has 
been erratic and unsatisfactory from a standpoint of 
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John J. Mara, president of Boot and Shoe Workers 

Union, AFL, left, talks with AFL President George 

Meany during June convention of shoe workers’ 
organization, which was held in New York City. 


steady progress. For example, despite the current eco- 
nomic boom in industry and business, and the fact 
that shoe production this year will reach a record high, 
average per capita consumption of shoes for 1955 will 
amount to only 3.35 pairs. 

However, the report declares, the industry produced 
more pairs of shoes per capita in previous years: 3.40 
pairs in 1952; 3.44 pairs in 1950; 3.72 pairs in 1946, 
and 3.64 pairs in 194]. By contrast, the industry in 
recent years has also had relatively low levels of per 
capita shoe production, such as only 3.20 pairs in 
1954; 3.12 pairs in 1951; and 3.19 pairs in 1949, This, 
Mara pointed out, signifies what is meant by “erratic” 
shoe consumption and failure to show consistent prog 
ress in getting people to buy and wear more shoes, 

The report declares that there has been a serious 
decline in the per capita consumption of men’s and 
boys’ shoes. “The average man used to buy better than 
two pairs of shoes a year. Today he buys substan- 
tially under that figure. The decline has been disturb- 
ingly consistent over the past ten years. The average 
boy used to buy and wear one and three-quarters pairs 
a year, but in recent years this has fallen to one and 
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a third pairs. Despite the boom in births over the past 
15 years, there has been little or no increase in per 
capita consumption of footwear for babies and in- 
fants.” 

The report continued; “Increases in per capita con- 
sumption have been concentrated almost wholly in 
women’s and little girls’ shoes. Women today are buy- 
ing over four pairs per capita as compared with around 
three pairs a couple of decades back. That 33 per cent 
gain has resulted in an annual production of some 115 
million more pairs annually for women’s shoes. Little 
girls and children today are consuming nearly two pairs 
more than they did a decade ago. As a result, we're 
producing some 30 million more pairs of these shoes 
annually,” 

Said Mara, “Such facts are conclusive evidence that 
the public can and will buy and wear more shoes if 
provided with the proper stimulants. A vigorous, large- 
scale promotion program by the industry can furnish 
such effective stimulants.” 

The report brought out that American consumers 
today are spending $3.5 billions for shoes annually. 
“Despite this impressive figure, it isn’t as much as the 
public would and should be spending with more pro- 
motional encouragement by the industry. Consumers 
used to spend two cents of each spendable dollar on 
shoes. In recent years there has been a worrisome 
decline to a point where this spending amounts to only 
If we could regain that ‘lost’ half cent it 
would result in nearly a billion dollars more going into 


11% cents. 


shoes, to bring the total consumer shoe-spending figure 
up to $4.5 billions a year. Translated into added shoe 
production, it could mean an extra output of at least 
100 million pairs annually. 

“Such a gain is neither unrealistic nor impractical. 
Keep in mind that in the 20-year period 1934-54, 
women’s shoe production rose 74 per cent, or up 112 
And in the 10-year period 1944-54 it 
rose 33 per cent, or up 60 million pairs. If such spec- 


million pairs. 


tacular gains can be made in one classification, why 
can’t we show a 100-million-pair gain in all classifica- 
tions combined in, say, the short span of two or three 
years? There’s every reason to believe it can be done 

if inspired and supported by an all-out footwear pro- 
motion program sponsored by the industry.” 

Said Mara, “It’s apparent that all of us involved in 
this industry are letting the American public take its 
shoes too much for granted, We've got to create a more 
shoe-conscious public by means of a vigorous, well- 
planned promotion program backed by adequate funds 
to do the job effectively.” 

Today's shoes, Mara continued, represent one of the 
best values of all consumer goods on the market. It may 
come as a surprise to many, he said, that 60 per cent 
of all shoes retail for $6 or less a pair. “Considering 
all the essential services rendered by a pair of shoes— 
their necessity to comfort, fashion, foot health, good 
wear, etc.—no other article of apparel has so much 
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asked of it and is capable of delivering so much value 
for so low a price. This is just one of the numerous 
dramatic industry stories that must be driven home to 
American consumers.” 

Mara pointed out that the shoe industry is deliver- 
ing these exceptional values “at considerable personal 
sacrifice.” He cited several interesting figures in this 
respect. For example, official studies show that the 
average shoe manufacturer's profit is a very low net 
of 24% per cent, as compared with averages of 4 to 6 
per cent in many other industries. The shoe retailer 
averages the same low 24% per cent net profit. 

“The shoe industry is termed a stable industry,” 
Mara went on. “But the facts belie this contention. 
For example, despite the many years of postwar pros- 
perity, anywhere from 30 to 40 per cent of all shoe 
manufacturers will finish up any given year without 
profit or with a loss, For instance, in 1950, 33 per cent 
of the shoe manufacturers reported a deficit or no 
profit; in 1951 some 37 per cent fell into this unhappy 
It’s quite obvious that our so-called ‘sta- 
bility’ is hardly synonymous with prosperity. To be- 


category. 


come an all-round sounder industry we must take 
effective steps toward building sales volume and higher 
per capita shoe consumption. A large-scale footwear 
promotion program can contribute importantly to such 
an objective.” 

Mara explained that there are several ways by which 
a national shoe promotion fund could be raised through 
cooperation of all major segments of the industry. For 
example, if the shoe manufacturers would accept an 
assessment of one cent a pair to go into the fund, i: 
would total about $5.5 millions at current production 
levels. At an assessment of even one-half cent a pair 
the total would reach $2,750,000. 

“A similar assessment plan, based on payrolls, could 
Mara. “It 
might be devised on the basis of a fraction of 1 per 


apply to the nation’s shoe workers,” said 
cent of payrolls; or on the basis of a few pennies 
weekly per worker, On such a plan our own union, 
the AFL Boot & Shoe Workers Union, could be able 
to contribute as much as $100,000 a year to a common 
industry-promotion fund. If all the labor unions within 


the industry went along with such a plan, as well they 
And that 
figure could be doubled again if all shoe workers, 


might, the above figure could be doubled. 


organized and unorganized, participated,” 

Mara pointed out that the weekly payroll of the 
60,000 members of his own union averages over $3 
millions a week, and approximately $150 millions a 
year. The annual payroll for the industry’s 250,000 
production workers amounts to about $600 millions, 
based on current average weekly earnings. 

Mara said that even before such a “worker assess- 
ment plan” went into actual effect, his own union is 
prepared now to put up $100,000, taken directly from 
its own treasury, toward such a fund operated under 
official industry auspices. “And there are no fancy 
strings attached to this standing offer,” he added. 
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Lape Calls for Cooperative Industry Effort 






Fresh Concept of Competition Needed to Enable Shoe Business 


Tue shoe industry needs to embrace a fresh concept 
of “competition” if it is to make the most of its sales 
potentials, Such was the theme of a mid-July report 
issued to the National Shoe Fair Committee by Herbert 
Lape, Jr., committee member and prominent shoe manu- 
facturer. 

“While competition for business among shoe firms 
in the industry is a natural and healthy condition,” said 
Lape, “these same firms must recognize that white- 
heat competition is coming from other industries and 
their products. The shoe industry’s battle to retain its 
expected share of the consumer’s spending dollar, or to 
increase it, is intensifying. A constantly expanding 
array of other products and services are bidding for 
consumer attention. Basic products such as footwear 
must fight harder today to hold their share. 

Lape cited several significant figures to illustrate his 
point. In 1929 consumers spent 2.14 cents of each 
spendable dollar on shoes. In 1939 it was 1.82 cents; 
in 1949 it had reduced to 1.62 cents. Today only about 
1.55 cents of the consumer dollar is going for shoes. 


Shoe Sales Lag as Incomes Rise 


While consumer expenditures have risen from $56 
billions in 1935 to about $220 billions today, a rise of 
293 per cent, expenditures for shoes have risen only 
142 per cent-—from $1 billion to $3.5 billions. Retail 
shoe sales in 1955 will reach about $3.5 billions, based 
on 1.5 per cent of total consumer expenditures of $220 
billions going for shoes. But if the shoe industry had 
been able to retain the 2 per cent of consumer expendi 
tures it received in 1929, today’s shoe sales would 
reach $4.4 billions, or nearly 30 per cent more. 

Said Lape, “Travel, household appliances, TV sets, 
homes, house furnishings, entertainment, and countless 
other goods and services—some new, some established 
but streamlined——are making stronger bids for bigger 
shares of the consumer dollar. For the shoe industry 
to assure its own rightful pace of sales growth requires 
concerted and cooperative action by all involved seg- 
One 
of our basic jobs is to assure ourselves of mass volume 
We must 


ments: shoe manufacturers, retailers, suppliers. 


resulting from cooperative industry effort. 
act as vigorously as a team as we try to do as individual 
companies within the industry.” 

Lape emphasized that “the National Shoe Fair to be 
held in Chicago next October 23-27 will be the logical 
rallying point to launch an all-out team effort in this 
direction. The tremendous array of over 100,000 new 
Spring shoe styles, plus the introduction of vigorous 
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To Make Most of Sales Potentials, Says National Fair Report. 





sales programs, fresh promotion and merchandising 


ideas, hold: real promise of giving shoe manufacturers 
and retailers alike the inspiration and concrete means 
to sell more shoes, This will be a progressive step to- 
the 


ward regaining the industry’s former share of 


consumer spending dollar.” 


Success Studies in Shoe Retailing 
\ selective group of America’s foremost shoe retail- 


‘ 


ers have agreed to “open their books” to the nation’s 
retail shoe merchants and reveal the confidential opera- 
tional details responsible for the outstanding success of 
these stores. 

Amos Parrish & Co., Inc., nationally prominent re- 
tailing and merchandising analysts, are presently con- 
ducting these studies in selected cities and communities 
throughout the U, S$, 


studies will be made available at the Shoe Retailers 


The important findings of these 


Workshop, under the direction of Amos Parrish, at the 
National Shoe Fair in Chicago this coming October. 

The long-planned investigation aims to determine 
why a number of outstanding shoe retailers consistently 
show volume and profit gains far in excess of the 
national average. The National Shoe Fair Committee, 
which is sponsoring this important study, comments in 
its current report: 

“Obviously, there are certain proven techniques in 
shoe retailing which, when applied as a_ general 
formula, can make the difference between a very su 
cessful operation and a mediocre or average one, Our 
objective in this current study under Amos Parrish 
supervision is to coordinate these techniques into an 
organized unit that can serve as a practical model for 
other shoe retailers. In short, by using the ‘clinical’ 
method, by probing consistently successful retail shoe 
operations, we shall reveal the important features they 
have in common that makes them so successful.” 

Amos Parrish & Co. has carefully selected its list of 
leading retailers by geographical area, sales volume, 
type of store, etc., so that a sound cross-section of shoe 
retailing operations will be represented in the final 


‘| his 
will enable every retailer attending the Fair to adapt 


reports to be issued at the National Shoe Fair. 


the report findings to his own operation. 

In addition to a dramatic presentation of the survey 
findings by the Amos Parrish staff at the Shoe Retailers 
Workshop during the National Shoe Fair, every per- 
son attending the session will receive an invaluable 


take-home handbook containing all the important de- 


tails of this extensive study. 
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Execetive officials of International Shoe Company and Oppenheim-Collins stores as photographed by RECORDER camera 

man at New York dinner and style show. Left to right: Norfleet Rund of International; Anthony Rispoli and Lester 

Hano of Oppenheim-Collins: R. A. Black, Edgar E. Rand and A. V. Wheeler of International; Nat Levine of Oppenheim- 
Collins and Miss Sylvie Hamilton, style consultant. 


International Sells 95 Per Cent 
Of Its Shoes to Other Distributors 


Exec TIVE officials of International Shoe Company, 
St. Louis, and its Queen Quality Division joined with 
officers and key sales personnel of Oppenheim-Collins 
and its fourteen retail stores at dinner July 20 at the 
Vanderbilt Hotel, New York, to celebrate the intro- 
duction of the Queen Quality line of women’s shoes 
into the O-C merchandising operation, 

From International headquarters in St. Louis came 
the president of the company, Edgar KE. Rand; the 
general manager of Queen Quality Division, R. A. 
Black; the general manager of International’s specialty 
divisions, A. V. Wheeler, and Norfleet Rand, account 
executive, 

Representing Oppenheim-Collins were Gordon Green- 
field, president of City Specialty Stores; Lester Hano, 
vice-president and general manager; Walter A. Young, 
manager of Oppenheim-Collins store on 34th Street, 
New York; Anthony Rispoli, vice-president and mer- 
chandise manager, and Nat Levine, shoe buyer for 


all Oppenheim-Collins stores. 


Intensive Promotion Is Planned 


The aims, policies and potentialities of the associa- 
tion of Queen Quality shoes with Oppenheim-Collins 
were sketched briefly by the principal speakers, Mr. 
Black said: “It takes close association between retailers 
and manufacturers to create and maintain a healthy, 
large and profitable shoe business, Working together, 
we feel sure we can do much to create a wonderful 
Queen Quality shoe business in all the O-C stores. We 
feel that the fit, quality, value and style of our shoes 
will bring your stores repeat business.” 

Both Mr. Hano and Mr. Rispoli, of Oppenheim. 
Collins, indicated that they are going “to do everything 
possible to promote the new line of Queen Quality 
shoes through the most intensive advertising program 
of shoe advertising that O-C has ever done.” 

Edgar E. Rand, president of International Shoe 


Company, said, it might give the sales people a better 
understanding of the product they were going to sell 
if he outlined the company’s position in the industry 
and the job it can do for its retail distributors. He 
said, in part: 

“We make all types of shoes, men’s, women’s and 
children’s, also house slippers and we sell them through 
the various sales offices. We are not in the retail busi- 
that 


which we acquired when we purchased the Florsheim 


ness. Our only sizable retail activity today is 


Shoe Company two years ago. Including that volume 
of retail distribution, our total sales to stores in which 
we have any equity is less than five per cent of our 


volume. 


Production at 55 Million Pairs 


“Qur production has been running at the rate of 55 
million pairs a year, for the past few years, depending 
on the economic situation from one year to the next. 
We don’t talk about size as such. We are glad to be the 
largest but the fact that we are isn’t important in itself, 
Our total picture, in the final analysis, has to be re- 
duced to what it will mean to Oppenheim-Collins and 
to its sales staff. 

“If our production doesn’t do a job for you, it 
doesn’t count for much. Our size does give us some 
resources which are important in our ability to perform 
the complete and effective service for Queen Quality 
shoes as well as on other types. As we work along 
together over the seasons, we can show you the effect 
of that strength and those resources on Queen Quality 
shoes,” 

The concluding feature of the evening was a style 
show and commentary by Sylvie Hamilton, New York 
fashion consultant for Queen Quality shoes, describing 
the actual styles that had been bought on the initial 
order of Fall shoes and which will be in the Oppenheim- 
Collins stores for early selling this month. While the 
models displayed the shoes on the runway, Miss Hamil- 
ton pointed out the important features of style, fit, 


construction and fashion-correctness of each. 
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to yourself, 


7... 


Promote 


HMA DHE ER 


You, too, can share in the dollar volume now moving 


into consumers goods, 


“Be Good to Yourself With LEATHER” is the theme 
in a series of national ads, because the Leather Indus 
tries of America believe in it as the platform for profit- 
able business — and, more particularly, profitable shoe 
business. Shoe manufacturers and retailers also are 
learning that consumers have raised their sights. Con- 
sumers want quality and the better things in life because 
their buying power has moved ahead of bare necessities. 
Because the appeal of quality pays off, competition has 


a new dimension in today’s markets. 


Buying more is one way in which people trade up when 
they can afford to. But they also buy better. The growth 
in demand for leather this year is clear evidence of the 
direction in which consumer markets are headed. 
Leather is in demand because it symbolizes genuine 
quality. And leather shoes are associated with both value 


and quality. 
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People want leather because it meets their need for 
expressing a higher standard of living in their everyday 
life, Leather’s beauty is uncopyable and its phy sic al 
properties as well as its appeal to the customer is 
unrivaled. Nothing equals the versatility, utility, comfort 
And 


finishes give all leather shoes leadership in style and 


and beauty of leather today, new textures and 


smartness. 


“Be Good to Yourself with LEATHER” is far more than 
a promotion for a passing week or two. It is a merchan 
dising platform that will build dollar volume, consumer 
confidence, product prestige and additional pairage for 
you. Your customers want to know how to live better 
“Be Good to Yourself With LEATHER” shows them 


how, to your advantage and theirs. 


If you want further material on how “Be Good to Your 


self” can help your business — please write us 


LEATHER INDUSTRIES OF AMERICA 
411 Fifth Avenue, New York 16, N.Y. 








NORTHWESTERN 


LEATHERS 


A GOOD TIME TO 


ele) Lake . MALLARD ° KITCHENER 
TAMARAC * KISMET * NORTHWEST MOUNTED 
SOOTAN ° ELKO °* NIPIGON -. HIKER 
MANCHESTER . MACKINAC . NOWESCO 


SMOOTH PAC 
* 
AT THE SPRING SHOWING OF AMERICAN LEATHERS 


BOOTH 20 


WALDORF ASTORIA 
AUGUST 9 AND 10 
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An opportunity to appreciate the superiority of SOO 
quality, and to see new colors and tannages for spring 
1956. Be sure to see Northwestern’s famous name 
leathers during the show. Comparison serves only to 
increase your appreciation of their dependability, econ- 
omy and of course the outstanding characteristic of 
ALL NORTHWESTERN Leathers... UNIFORMITY. 

Make your choices for spring styles from several of 
these beautiful, colorful tannages . . . premier products 
of the skilled artisans at the SOO. 


NORTHWESTERN LEATHER COMPANY, 


OUR NEW ADDRESS 210 SOUTH STREET, BOSTON, MASS. 
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For cement sole attaching—use the right equipment for the job 


Which machine 
fits your need? 





The WA CEMENT SOLE ATTACHING MACHINE With the GOODYEAR SOLE LAYING MACHINE — 
~~ MODEL C has all the mechanical refinements MODEL A you have the ideal equipment for at- 
necessary for processing any style of cement shoe. taching soles on flat or nearly flat bottoms or 
Balanced and highly adjustable above-the-shoe where heel heights and bottom contours are moder- 
mechanisms work with readily adjusted mechanical ate. Fast the machine will allow processing as 
pads to produce the finest bottom character, rapidly as an operator can insert and remove shoes. 


Both machines can be fitted with any of several styles of adjustable SUPERGRIP CEMENTS 
pad boxes for any type of shoe. The pressure on both machines is are available for practically 
adjustable to meet any requirement. Experience to date on over every shoe material in use and 


800 machines of these types has proved maintenance costs to be in drying times to fit every 


. . factory schedule. United ce- 
very low. These modern compact machines have kept pace with antag peace — 
ment shoe-making know-how 


our latest developments in adhesives — used with or without heat sinh atin tet tia enthele, 
activation. machines and cements best 

If you are making cemented shoes, find out how precisely one suited to your production. 
or perhaps both of these machines will fit your needs. Call your 


United branch management for the facts. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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TAP TIE 
All-over genuine black patent or 
white leather on our original theatr 
cal lasts 

5% to 8M $2.40 
8Y% to 12M 2.65 
12% to 3M 2.85 
34% to 9M 3.05 
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TOE SHOE 
Pink satin with suede leather tip 
Genuine hand turned. 8 small to 9 
large... o $3.75 






















THEATRICALS 
by Berned have 






TAP OXFORD 
All over genuine black patent leather 
for youngsters, boys and men 











8% to 12....-. . $3.30 
won the acclaim Md de Sole hg 1 
2% to 6 : ; 1.80 





of professionals, 64 to 12 etnies! 









teachers and 
student dancers. Crafted 






with painstaking care to 
specifications laid down by ballet 









masters, they offer the functional 
design and flawless fit so vital to this 






exacting art. This line covers all your 






dance footwear and accessory needs on 














a rapid in-stock basis at no extra cost 
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Write today. Make your store headquarters MAJORETTE BOOTS 
Children’s « Misses’ » Growing Girls 
Sizes 8% to 12 $4.10 
Sizes 124 to 3 4.35 
Sizes 4 to 9 5.25 


for this wanted line in your town. 











COMPLETE LINE OF ACCESSORIES 
BERNED SHOE CO. ‘& 
207 ESSEX ST., BOSTON MASS 


Manufacturers © Distributors 














BALLET SLIPPER aa 
Fine leather, fully lined pleated toe SPRING-KNIT 


Gore over instep. Half sizes 7 small 

through 10 large. B, C, and D widths ® E | @] ¥ A R D BS} 
Black or white $1.80 
Men's 6 to 12 D and E 2,80 
























First choice of students and 
professionals. Spring - knit of 
fine durene yarns, they 
give with every body 
movement. Talon fastener 
Elastic in legs. Highly ab 
sorbent. Black and colors 
Sh. SI, Child's 2-14 $2.25 
Sh. Si. Aduit’s 10-20, .$2.50 















THEO TIE 
Dressy 14/8 Cuban heel shoe. Sizes 
3% to9 M and N widths. Over-toe 
taps included. Biack or white. .$3.30 



















ACROBATIC SANDAL 
Chrome sole $ 75 
Foam crepe. . 1.15 
8 small to 9 large 

Colors: Fawn, Black 


STREET BALLETS 
All-occasion leather ballets for street 
and evening wear. Hand-lasted 
Sizes 4 to 10 AA and 4 to 10B. . $1.90 
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tomorrow 


Tt=SSOLES 


by 


Trimfoot Shoes 
.. . Made with 
MICROLITE 


Cat's Paw Rubber Co., Inc., Baltimore 30, Md. 
Frolic Footwear 
made with MICROLITE 
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Brown or Black Calf. 


$22.95 Retailer 


Brown or Black Soft Grain. 


$17.95 Retailer 


Charcoal Brown, Brown or 
Black Soft Grain. 


$12.95 Retailer 


“SAME DAY SHIPMENT” GUARANTEED ON 23 SELECTED STYLES! 


As an important addition to our regular “In Stock” shipment 
service, we have selected 23 top Freeman styles on which we 
guarantee shipment from Beloit the same day your order is 
received! This new “at once” service is made possible by the 
universal popularity of these 23 numbers, It’s another new service 
by Freeman to help you give the finest fitting service in your 
community. For information on “same day shipment” styles, write: 


FREEMAN SHOE CORPORATION ° BELOIT, WIS. 
Serving over 5,000 of America’s finest shoe dealers. 
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you can’t beat 


FREEMAN 
STYLING 


...now the finest in Freeman history! It’s 
easier for you to sell better styling... 
finer leathers ... quality shoemaking. And 
that’s why this new FREEMAN line for 
Fall is the best line we've ever presented. 
Here’s complete style coverage in three 
distinct price grades $10.95 to $24.95 under 
the one strong Freeman brand! 
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with Pinky Lee... 


toddlers... tomboys... holy terrors! 








35,000,000 children under ten are your potential 
market for Weather-Bird Shoes! And Pinky Lee 
is your star Weather-Bird salesman to more than 
9,000,000 shoe-buying viewers every week from 
coast-to-coast! 





Let the children in your trading area know who 
to see for the TV premiums and Weather-Bird 
Shoes Pinky Lee is talking about! Run tie-in ads! 
Put up window displays! Use direct mail! Sched- 
ule TV spots! Make Pinky Lee work for you! 


SEE PINKY LEE—NBC-TV—5:00-5:30 P.M. EST—THURSDAY 


Medthor-Eitd wes inten wel 


Peters, Division of International Shoe Company, St. Louis 3, Missouri 
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Biggest Step Forward 
Since the Invention of the Human Foot! 


SYLFLEX*—new tannage with Dow Corning 
Silicones—keeps leather “alive’’— gives soft- 
ness, flexible comfort— shuts out water but 
lets in air—shoes stay new-looking longer! 


SYLFLEX tanned leather gives you an entirely new prod- 
uct, with properties approaching those of the human foot, 
an item which has enjoyed nation-wide acceptance for 
some time. 


Leather tanned with SYLFLEX repels water. But, like 
your own skin, it is porous for the breathing essential to 
foot health. Shoes made of SYLFLEX tanned leather are 
never too new or too old for comfort. Soft to begin with, 
they stay that way because the natural leather oils can’t 
wash out. There’s never any stiffness, cracking orcurling. 
Fewer shines are needed with SYLFLEX tanned leather. 


Consumers by the millions will soon be hearing about all 
this through Dow Corning’s advertising in the Satur- 
day Evening Post and Good Housekeeping. SYLFLEX 
tanned leather is available now in leading men’s foot- 
wear lines. Ask your resources about it. 


Only shoes made of upper leather that 
has been SYLFLEX tanned, tested and 
certified by licensed tanners to meet 
Dow Corning’s performancestandards 
can wear this tag. Look for it. 

*7.M. Dow Corning Corporation 


DOW CORNING CORPORATION 
MIDLAND MICHIGAN 


In Canada, 
Dow Corning Silicones, Ltd., Toronto 


Branch offices in: Atlanta * Chicago * Cleveland * Dallas * Detroit * Los Angeles * New York * Washington (Silver Spring, Md.) 
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insists 
on the shoes 
she saw 
in woman’s day 
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Many of the women who pass your store are on the way to their 
favorite supermarket, the A&P. And their minds are full of the 
buying ideas they get from their favorite magazine, WoMAN’s Day. 
The majority of A&P shoppers are regular readers of WOMAN’s 


' Day, sold only at A&P stores. To reach this important group of 
prospects—feature the shoes they see in WomaAN’s Day! 


woman’s da 


THE A&P MAGAZINE 
the NATIONAL magazine...with the NEIGHBORHOOD impact 
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DURALENE* 


* Provides full, rich and durable color 


® Penetrates, grips and fills the grain DURALENE* 


for the packing room 


New DURALENE Finishes — in a wide range 
of colors — actually give a new look to leather. 1s the newest member 
DURALENE Finish enhances the natural of the family of 


beauty and feel of leather is tighter, more ri i re 
water repellent and more durable than other | aT im) 
water-type finishes. 


To see what DURALENE Packing Room 


Finishes can do for you, just ask for a demon- 
Distributed by 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 


stration. 


*Tredemork 8 B Chemical Co 
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A CRY AND AN ECHO 





From time to time, there comes a cry and an echo of 
that cry, from the wilderness: 


“For years I have tried to hold back the ‘forcing’ 
of a season in my community, but with little or no 
success. Each season some retailer will figure to beat 
his competitors to the ‘draw’ and the result is, all 
will get in and show merchandise for the run ahead, 
when we have not finished the run at hand, 


“We start right out at the beginning of the year to 
spoil it—for ourselves. We show whites long before 
the public is ready for them and thus curtail the sale 
of dark ones. Very often we have heard customers 
remark: ‘] see you starting to show whites, so | guess 
I'll just wait and not buy the dark shoes.’ 


—“Then we follow up that blunder with another one. 
We plan to have our white stock down by July Ist 


. actually what should be the heart of the white 


selling. We start our white sales at the time we 
should do our peak selling at a profit. 


—“We are through with our white sale in July and 
there is nothing to promote but Fall shoes. We would 
question a woman’s sanity if she came out in August, 
temperature 110, wearing a fur coat, yet we show her 
shoes suitable for that wear.” 


Does the above have a familiar ring? It should! It 
is a cry that many a retailer has voiced through the 
years. 

—A Recorper subscriber of long standing, D. V. 


Swing of Swing’s Boot Shop in Bartlesville, Okla., 
wrote us the above in 1939, 


Editor Emeritus 
Boor ano SHog Recoaper 


August |, 1955 


—s 


JUMPING -JACKS’ 


enot® Fon eusonren 


VAIEEV-OBIETOL SHOE COmMPAmMY it 


JUMPING" JACKS 


FLEXIBLE gOS FOR ¢qiLOREN 


VAISEY-BRISTOL SHOE COMPANY, inc. 


MONETT. MISSOURI 





/ington 
Newsreel 


by GEORGE H. BAKER 


Lares? official government data show that shoe production in the 12-month period 


ending June 30 was in excess of 550 million pairs. This is an all-time record output 
for any 12-month period, the government census-takers point out. 

Although factory output continues at a high rate, there are signs that some 
heavy inventories may be in the making, according to J. G. Schnitzer, the govern- 
ment’s top leather and shoe expert. Mr, Schnitzer cautions the trade as follows: 

“Much of this year’s increased production is, of course, going directly into 
supply pipelines, But there is this potential danger: If the current high level of 
output continues, much of the increased volume of production may go into inventory 

thereby borrowing from next year’s production.” 

Needless to say, the building of excess inventories now could seriously affect the 
level of factory activity next year. 

. « . 

As a result of the unprecedented rate of factory output this year, Mr. Schnitzer 
is revising his January | forecast for 1955 shoe production. 

“I now believe 1955 production will be in the neighborhood of 545 million 
pairs, rather than around 535 million pairs,” Mr. Schnitzer states. 

Retail sales of footwear, as well as factory output, will probably level off during 
the last half of 1955 to around 5 per cent above the totals for last-half 1954. And both 
production and sales will be somewhat lower than during the first half of this year, 
he predicts. 

These two market characteristics are now firmly established, Mr. Schnitzer says, 
citing new sales figures. He believes that the usual seasonal declines in shoe output 
that occur during the Summer months will have the effect of bringing production 
figures more into line with actual retail sales volume. 

This year’s healthy retail sales volume is attributed in part at least to the New 
In Shoes program. And good coordination extending from the public relations pro- 
gram of the tanners to the retailing community, has made it effective in bringing 
extra dollars to retailers’ cash registers. 

The New In Shoes promotion has been particularly effective in men’s shoes, 
Mr. Schnitzer believes. He cites current retail sales figures which indicate that per 
capita shoe consumption by men this year probably will be higher than at any time 
for nearly half a century. New styles, effective promotion, good merchandising and 
real sales push on the part of retailers has made this trend possible, Mr. Schnitzer 
points out, 

” * 

Retail cash registers will ring up near-record business through the remainder 
of 1955, according to new forecasts issued by private and governmental economists. 

The U. S. Commerce Department, in a mid-year tally, predicts the continued 
health of business and industry for at least another six months. Factory production 
of all kinds will remain at boom levels, and therefore employment and wages will 
both continue to inch up. Consumers will continue to have plenty of money, and will 

[TURN TO PAGE 84, PLEASE | 
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another United Last with a Sales Destiny! 





Now our Krentler Bros. Branch 





comes up with “Moritz”... an 
extremely versatile last with 
continental flair. You will appreciate 
its practically unlimited possibilities 
as a style foundation in creating 
footwear for business, street 

and evening. 

Note well the slenderizing effect 

of its flowing lines .. . the forepart 
gently rounded for added comfort 
... the “tall” look of the 
comfortable 16/8 heel. As shown 
here, the ‘Moritz’ has inspired a 





classical shell pump with a 
distinctive air... and it is a last 
that can increase sales for you, 


Slide-O-Matic? Naturally. 


UNITED LAST COMPANY, BOSTON, MASSACHUSETTS 
DIVISION OF UNITED SHOE MACHINERY CORPORATION 
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beautiful 
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B. EARL PUCKETT, chairman of 
the board of the Allied Stores Cor- 
poration, says: 

“Consumers have had a_ high 
income all along but they have been 
spending more on their homes and 
automobiles, and have been saving 


more, while spending less on their 








own needs, I believe the historic 
pattern of consumer spending will 
reassert itself to the advantage of 
department stores. 

“The most impressive gains will 
be made in soft goods; but con- 
sumer durables will not decline in 
volume to a point where total store 
sales are hurt.” 


, * + + 
Epwarp CYLINDER of Cylin- 
der’s Shoes in Philadelphia, Pa., 
says: 

“Retailers need to have a great 
deal of reserve patience in selling 
Summer and 


shoes during the 


warm weather months. Consumers 
are high strung, always on the go 


and more likely to need a certain 
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type of shoe at a moment’s notice, 

“At this time of year it seems 
that people often wait until the last 
minute for their shoes. They often 
make up their minds, suddenly, to 
go to the shore or take an extended 
trip and find they need shoes for 
the beach, the boardwalk, dancing 
or sports activity. Their minds are 
keyed to fast service and with a 
minimum of motion, we should be 
able to cope with this kind of de- 
mand, To keep our stocks in good 


shape, it is very important that we 


retailers have fast delivery service 





during the warm weather months 
and to keep a sharp eye on our size 
and color range. 

“We can’t afford to get out of 
patience with our customers at any 
time, no matter what the thermom- 
eter says. The best we can do to- 
ward easing the tension of the hot 
weather situation is to try to have 
as good a well-rounded stock of 
different shoes as is possible. If 
this sometimes leads to a greater 


clearance sale, it is 


after-season 
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worth the effort of satisfying and 


keeping your customers,” 


lRwin D. WOLF, president of 


Kaufmann Department Stores in 
Pittsburgh, Pa., says: 
“The great strength of our pros- 


perity stems from the consumer's 








propensity to spend, based on pub- 
lic confidence and on a high level 
of personal liquid assets contribut- 
ing toward a balance with install- 
ment indebtedness. 


“ do not th’ *k 


buying closer to their time of need, 


consumers are 


as has been suggested, On the con- 
trary, important income groups are 
adopting a new attitude toward 
personal inventories and frequently 
buy in response to offerings of mer- 
chandise at special prices, 

“The greatest problem facing re 
tailers is the re-evaluation of ser- 
vices in terms of how much each is 
worth to customers. A new bal 
ance must be sought among thirty- 
credit, re- 


day credit, installment 


turn and exchange privileges, free 
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and prompt delivery, parking facili- 
ties and many other store services. 
Mase 


improvement in most cities if de- 


transportation demands 
partment stores are to continue to 
their effectively. 


Where there is no unified approach 


serve customers 
to mass transportation, the health 


of metropolitan retail centers is 


threatened,” 
y 
6 ytt 


f, / 
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Joseru MELLOTT, owner of the 
City of Paris Shoe Salon, San Fran- 
CISCO, BAYS: 

“This is a season when we must 
have exactly what the customer 
wants or she doesn’t buy. Our cus- 
tomers put price at the very last of 
their considerations — style and 
quality coming first. 

“Traditionally, San Francisco 


women want pumps, preferring 


tailored detailing. They are di- 
vided about equally between closed 
styles or those with open toes or 
heels. Low heels are continuing 
their bid for popularity, although 
heels from 18/8’s down are being 
worn, 

“This is going to be a ‘black’ 
Fall, with the rich, deep browns 
and some navy following. Smooth 
leathers are still holding firm, al- 
though we find that black suede is 
slightly more important than last 
year.” 


SIDNEY R. BAER, vice chairman 
of the board and treasurer of Stix, 
Baer & Fuller, St. Louis, Mo., says: 

“Most 


ness concerns should show greater 


efficiently operated busi- 
volume and profits to date this year 
than in 1954 and this picture should 
continue for the balance of the 


year. Certainly this conclusion is 
applicable to the retail trade be- 
cause the purchasing power of the 
consumer is at an all-time high. 


“A consciousness is developing 
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among retailers with respect to the 
necessity of stabilizing downtown 
areas. The development of subur- 
ban shopping districts is wholesome 
and will continue. But these areas 
must supplement and not replace 
downtown districts. If downtown 
areas retrogress, whole metropoli- 
suffer 


tan areas will proportion- 


ately. 
a ai 4“ 


Anprew GOODMAN, president 
of Bergdorf, Goodman, New York, 
says: 

“The first half of 1955 has been 
very satisfactory, with sales about 
7 per cent higher than in 1954, 
Ready-to-wear has been  particu- 
larly strong. We expect the trend 
for the rest of the year to continue 
perhaps as 


showing increases, 


much as 10 per cent. 

















“Department store sales in 


gen- 
eral will be good because of in- 
creased consumer savings and large 
spendable income. Hard goods have 
received more than their share of 
the market and soft goods will now 
benefit. Quality, high-styled mer- 
chandise will be very strong, espe- 


cially in apparel lines. Store profits 


one 


will increase, thanks to expert con- 
trol on expense ratios now being 
practiced in most organizations and 
to the fact that 


will lower 


increased volume 


many expense per- 


tag ” 
nts 2»@ 
centages. 
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Tue younger fellows at high school and 


college have not accepted sleek, Continental 


shoe styling with the same degree of en 


thusiasm with which their older brothers 


and dads have demonstrated for it. It seems 
that they still prefer more rugged-looking 
shoes. Their shoe wardrobes get a welcom 


Fall pick-up in this new pattern. It’s built 


their yen for the rugged, and yet 
the look 
reflected in the narrower slacks and trimmer 


jac ket 


favored on the Campus 


to satisfy 


it features slim, trim which j 


are so) well 
This new | ill pat 
styled too for 


combinations which 


tern is color wear with th 


darker toned campus apparel 


rther intormati 








New Directions for 1956 


SOFT BOARDED LEATHERS 


eX Elasticized Tie Effect » 
Ce eh : ; 4 








SHRUNKEN GRAIN 
Soft Brogue Pump 





TEXTURED MATTE SUEDE 
Delicate Brogue 
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ANILINE CALF 
Custom Detailed Pump 


Beautiful Leather Finishes Inspire 
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Leathers .. Nilhouettes 


American tanners have never before exemplified such unexcelled mastery 
of the new, modern techniques in leather making, leather finishing as they 
now present in exhibits of beautiful leathers at the Official Opening for Spring 
and Summer 1956, to be held at the Waldorf-Astoria early this month. 


Here, under one roof, are shown the outstanding examples of contemporary 
fashion leathers for footwear of the day after tomorrow, which in trade circles 
means the season to come in 1956. The list of exhibitors lends special em- 
phasis to the importance of this great trade gathering, for here are repre- 
sented all the great American producers of fine leathers for shoes, handbags, 


apparel and small accessories. Their leather products set the standard of 
fashion authority. The colors shown are truly a reflection of major fashion 
trends from the whole world of fashion. The new finishes allied with new 
colors give proof of the spectacular effects now made possible in American 


leather production. 


GLOVE-TANNED KIP 
Flat of Far East Influence 


EMBOSSED GRAIN SIDE 
Italian Accent Flat 
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POLISHED CALF 
Folded Top Pump 








MATTE FINISH 
Suit Sandal, jet touch 





PEARLIZED LUSTRE 


Daytime Sandal 


f Wd 
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PATENT, PLAIN AND PRINT 


Bow Sling 


Beautiful Leather Finishes 
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ecathers ... Silhouettes 


SCREENED PRINT CALF 


Bare Sandal 





GENUINE REPTILI 
High Front Sandal 





COLORED SUEDE 


Vew Open Bystander 


SOFT GLAZED KID 
Draped Front Sling 


Inspire Important Shoe Silhouettes 
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Above: The DeVaney store has two street entrances and another from the lobby of the Adams 
Hotel, in which the store is located. The New York Giants stayed in this hotel during their 
Spring training, providing a motif for window displays. 


REMODELING PAYS OFF 


Di. ANEY’S Jarman Shoe Store in Phoenix, 
Arizona, was recently extensively remodeled, 
with the result that in the first full month after 
the remodeling business was up 31 per cent over 





“g same period the year before, according to 

. D. DeVaney, owner of the store, 

“The store frontage is 45 feet. There are 775 
square feet of selling space and approximately 
1,200 square feet in the stock rooms, with space 
for 5,000 pairs of shoes, In the remodeling the 
width and depth of the interior were both in- 


{ reased, 


The cash desk is in the rear as shown. The pegboard disptay 


panels i i ight. : 3 magpenie . 
panels are illuminated at night View showing the open stock arrangement. There are 


= 775 square feet of selling space and stock rooms for 
5,000 pairs of shoes. 


Looking toward the front of the store and giving an 
idea of the handsome and dignified interior. The car- 
pet is a random weave in brown and gold. 


re a 
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Whats Wrong with Shoe Selling? 


... And How to Make It Right 


Y ou can’t pull experienced shoe people out of thin air but there 


is plenty of good trainee material available for you to teach. 


CHAPTER III 


A GOOD shoe buyer has the right goods in the right 
quantity at the right time, but this alone will not add up 
to a profitable operation. 

There are many other factors involved. There must 
be a markup sufficient to carry all operating expenses 
and leave a margin of profit that will give a just return 
on investment. So in order to accomplish this the sell- 
ing cost must be within a reasonable figure. There 
must be a turnover ratio on merchandise at or below 
the media. Adjustment costs and markdowns must be 
kept in line, and in addition there must be a well kept 
stock, and displays that will create buying interest. 

All this could be done by one person, by himself and 
for himself, if he operated out of a small space and 
had a thirty thousand dollar annual business, 

But who aspires to this kind of an operation except 
in the very beginning, and seldom then? 

So since it is, in practice, almost impossible to oper- 
ate a business as a one-man show, a department store 
buyer or a store owner must get other individuals to 
help. 

Where do these people come from who can do all 
the things that are desired of them? They can’t be 
pulled out of thin air or a magician’s hat, already in 





possession of the needed knowledge. Nor can you con- 
jure them up through wishful thinking. 
But | can point the way to the potential material. 
: ° They can be found in all walks of life. From the well 
educated to the not so fortunate. From those whom 
life has treated badly to those who have always been 


. one jump ahead of life’s trials. 


From teen-agers to 
housewives, coliege students and soda jerkers—just 
whatever is most available in your community. 

You can get full time help, part time help, or Satur- 
day and special day extras. 

I won't tell you that you will be successful in devel- 
oping all this material into successful shoe sales people 
but I will tell you that if you are willing to really work 
at the job your batting average will be pretty high. 

You are going to have to lay out a training program, 
write a training paper, and learn how to teach and 
what to teach. And if you are not willing to do all this 
you are going to end up behind the eight ball. The shoe 





operation that is your responsibility will end up with 
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by M. GRACE CRONE 


a selling cost that is too high, markdowns that are out 
of line because of low stock turn, a poorly kept stock 
and sloppy displays. The very backbone of a profit- 
able retail shoe operation is well trained sales people. 
So stop feeling sorry for yourself, stop crying on the 
shoulder of some other store owner or buyer and try 
going to work. /t’s exciting, it’s fun, it’s satisfying. 

I would write your training paper for you if I could. 
That is just how sincerely | feel the importance of giv- 
ing inexperienced people the opportunity to become 
accomplished shoe sales people. 

I have traveled back in my mind and reviewed many 
years to analyze just what caused the acute shortage 
of shoe help and to find out when it began to develop. 

The answer: “The depression years.” 

Why? During that period there were more experi- 
enced shoe selling people than there were jobs. And 
those people who were fortunate enough to have jobs 
were only human. The law of survival forced them to 
take an unfriendly attitude toward newcomers. Every 
time an individual was hired to help out during a busy 
season the regulars and the other extra help viewed 
him as a menace to their own security. Instead of help- 
ing him they ganged up to see just how tough they 
could make it for him, hoping he would become dis- 
couraged and go elsewhere. They built retail shoe sell- 
ing into a monster. They created the thinking that shoe 
selling was so tough a business that you had to be an 
oddity of the human race to take to it and make a 
living. 

The people with shoe experience and shoe selling 
jobs were so successful in their method of getting rid 
of new employees that eventually the personnel depart- 
Their minds took hold of the 
idea and they were convinced that shoe selling was 


ment became infected, 


something where many were called but few were chosen. 

I know whereof I speak. I came back to the business 
in 1937 and fortunately for me there were key people 
in the department who knew and loved me. When the 
others tried to make things so tough for me I would 
want to go elsewhere, my friends went to bat for me 
and put the others in line very quickly. 


So the monster grew and grew until now it is almost 
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JOWN R. EVANS sees your best promotional numbers for Resort and 

Spring, 1956, in their new, cool neutrals. 

No. 173 LARKWING . . . No. 344 YELLOW MIST 

Weave MRUTE ts «aS No. 346 CLOUD PINK 

No. 282 PISTACHIO. .. .No. 349 BLUE GLOW 
No. 379 GOLDEN BANTAM 


(Not a neutral, but a shock color that you'll love for casuals) 
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JOHN R. EVANS & COMPANY, campen, wy. 4, Bs. 1857 
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Spring Trends at Allied Show 


Advance trends in styles, fabrics, solings, ornamentations and processes 






will come in for earlier and more intense interest in the coming 29th 
semi-annual Allied Trades exhibit, August 7 through 10 at the Hotel 





Tue producing end of the shoe in- 
dustry will have an earlier than ever 
before look at the twin problems of 
advance styling and production plan- 
ning for the Spring and Summer sea- 
This time the head- 
“It’s New for 
,” as the attention of the trade 
is directed toward New York City for 
the coming Allied Shoe Products and 
Style Exhibit at Hotel Belmont Plaza. 

The need for new styles, new ideas 


sons next year, 


line theme will be: 


Spring 


and new products for the season to 
come is evidenced by the record num- 
ber of firms which will be presenting 


Bernard Abrams, Inc. . 307 
Ace Combining Co., Inc 738 
Allens Mfg, Co., Inc, 407 
Allied City-Wide, Inc. . 317-318 
American Biltrite Rubber Co... Blue Room-A 
American Shoemaking .. 1107 
American Shoe Specialties Co., Inc. 
639-640-641 
American Stay Co. .. 428 
Amory Counter & Plastic Co. 638 
Andrews-Alderfer Co, .. 602 
Armstrong Cork Co. 304 
Atco-Flex Innersole Co. . 638 
Athol Manufacturing Co. . 106 
Atlantic Heel Co., Inc. 638 
Avon Sole Company. . Oak Room-B 
Bay State Fabrics, Inc. _, 524 
Bayco, Inc. Moderne 
Ben-Berk Fashion Creators 412-414 
Bing Bow Co., Inc.... .. 329 
Henry S. Blackwood Co., Inc... .. 520 
Boot & Shoe Recorder . ,. 1010 
Bowcraft Trimming Co. . .Crystal Room 
Bristol Fabrics, Inc. ..... .701 & 702 
Bristol Rubber Co. .. 701 & 702 
Brookside Mfg., Inc. FOYER—Moderne 
A. S, Burg Co., Inc.... 1531-1535 
The Canada Last Co., Ltd. ., 1436 
C. & C. Button & Trimming Co., Inc. 
639-640-641 
Clemtex Mfg. Co., Inc. 933-934 
Consolidated Rubber & Plastics Co. 529 
Continental Textile Corp. : 722 
Cooney-Weiss Fabric Corp. 612-614 
Crest Industries, Inc. 315 
Daniels Mfg. Co., Inc. 604 & 623 
R. L. Davidoff & Co., Inc 603 
Davidson Rubber Co. 424 
Delco Rubber Corp. 523 
J. Einstein, Inc. 433-434 
Elfskin Corp. 1138 
Essex Shoe Supply Co., Inc. 607 
Far Eastern Fabrics 422 
Federal Leather Co. 1445-1446 
Felch-Anderson Co. 402 
Jack Feldstein 317-318 
Felis Mfg. Co. . 302 


Belmont Plaza in New York. 


of allied 


an array trades lines for 
this event, 

The Allied Show will be a more 
compact and convenient showing than 
ever before. As planned by the ex- 
hibit committee, this four-day event 
will again precede the Tanner’s Coun- 
cil Spring Leather Opening, scheduled 
for August 9 and 10 at Hotel Waldorf 
Astoria. Opening day for the Allied 
Trades at the Hotel Belmont Plaza 
will be Sunday, 9 a, m. August 7 
and continuing through to 4 p. m. 
August 10. A 
group of more than 150 lines will be 


record 


Wednesday, 


Flex-Tex Combining Co., Inc. . 504 
Footcraft Novelty Works 501 
Fred Frankel & Sons . ‘iinet 
Gilbert Freeman, Inc. 1615-1619 


French Beading & Novelty Co. 328 & 545-546 


Garnor Coated Products, Inc... ., 740 
General Stay Co., Inc. 724 
Charles Gerber ...... 1123 
Big cbc cgcw cs ceceased 633-634 
Gold Crown Fabrics, ‘Ine. 612-614 
Golden Leatherboard Co. ............. 503 
B. F. Goodrich Co. Shoe Products Div. 
745-746 
B. F. Goodrich Sponge Products Div... .425 
Goodyear Tire & Rubber Co., Shoe 
Products Division Moderne 
Gro-Cord Rubber Co. 17—D 
Alfred Hale Rubber Co. 17—D 
Haley, Cate Co., Inc. . 526 
Halo Associates, Inc. 521 
Harvard Coated Products Co. ‘Ine. 628 
Haverhill Shoe Novelty Co. 1112 & 1114 
Hewitt-Robins, Inc. con 1102 
H & W Shoe Supplies Co. 476 
G. Hirsch Sons, Inc. 723 
House of Trimmings, Ltd. 1416-1417 
Hub Stay Co., Inc. 721 
Ideal Rubber Heel Mfg. Co. 504 
International Fabric Corp. 1043-1046 
Sol. Kahaner & Bros. 1121 
Fred Kahn Shoe Styles 400 
Kaplan Products & Textiles, Inc. 1125 
Kukoff Shoe Products 739 
Lawrence Process Co., Inc. .. Moderne 
Lazar Backing Co. 517-518 
Leader Heel Co. 321 
Al Lewis Shoe Styles 327 
Al Lewis Shoe Supplies 327 
Dan Lewis, Inc. 704 
Maurice Lewis & Co. 1103 
Liliano Paoli of Florence, Italy 705 
Philip Lorman Shoe Creations 326 
Lynch Heel Co. 504 
Lynn Innersole Co. 325 
The Lushan Co. Oak Room-B 
Lustrous Looms, Inc. §21 
Majestic Fabrics, Inc. 345-346 






exhibited on the lower floors—plus 
exhibit suites elsewhere in the hotel. 
This will be a convenient and time- 
saving display setup for shoe manu- 
facturers and interested retailers and 
their styling and buying executives, to 
view the various lines as they seek to 
solve their advance season planning 
problems. The challenge to maintain 
top production levels in footwear dur- 
ing next year will be an important 
factor in attracting a record attend- 
ance, Official exhibit hours are: 9 a, m. 


to 7 p. m. Among the firms exhibit- 


ing are: 








H. D. Mendelsohn & Co. ..............707 

Middletown Rubber Corp. ... 512-514 

Mitchell & Smith Division of Sheller Mfg. 
MT fe dne Poe alle osu nas 401 


Maynard H. Moore, Jr., Inc. es 945-946 


National Backing Corp. . 406 
North & Judd Mfg. Co. 1127 
O. K. Shank & Counter Co. 638 
Oriental Textiles ... 627 
Originals, Inc., of New York City 705 


Blue Room-B 
Blue Room-B 


Ouimet Stay & Leather Co. 
Ouimet Welting Co. 


Parva Buckle Co. Oak Room-A 
Pero & Daniels, Inc. . .727 &'728 
Philgo Novelty Mfg. Co., Inc. . 705 
Phillips Premier Corp. Moderne 
Philmar Fabrics 1101 
Plever Backing Corp. 1233-1234 
Henry Pollak Co. 717-718 
Precision Buckles, Inc. .. 1106 
Raymik Shoe Fabrics Co. 429 
Remington Products Co. Oak Room-A 
Respro Inc. 502 
Rhinestone Creations 305 
Rockmore Art Embroidery Co., Inc. 712 
Chas. |. Rockmore, Inc. 1245-1246 
Rockmore Co., Inc. 714 
F. Ronci Co., Inc. 527 
Rosemont Silk Co., Inc 703 
E. C. Sherrer, Inc. 720 
Lawrence Schiff Silk Mills, Inc. 1133-1134 
Schiff Ribbon Corp. 1133-1134 
Shain & Co. 645-644 
Shoe-Maker Fabrics, Inc. 617-618 
Silver Fabrics Corp. 671 
Sinco Ornoments .. 374 
Harry R. Snyder Shoe Styles 578 
Spano Shoe Products, Inc. 626 
Stedfast Rubber Co., Inc. FOYER—*/oderne 
Sterling Last Corp. 1431-1435 
Stocko Metal Products 520 
Thomas Taylor & Sons 525 
Thermco Products Corp. 114 
Thermo-Plastic Products, Inc. 727-798 
Uni-Mark, Inc. 522 


Inc. 
Rlue Room-B 
[TURN TO PAGE 86, PLEASE] 


Union Bay State Chemical Co., 
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FINE SPLITS 
FOR EVERY 
PURPOSE 


3 TANNERIES AT 
PEABODY, MASS. 
HARTLAND, MAINE 


SEND FOR SAMPLE SWATCHES 


130-140 BEACH STREET, BOSTON 11, MASSACHUSETTS 


August |, 1955 





Sorting and grading of leather. 


PATH TO PROGRESS: 


Ear. in 1955 the Council stated that the time had 
come to “lift the curtain on a year of promise and 
progress for the shoe and leather industries.” That 
expectation has been confirmed by the forward surge 
in production and consumption of shoes and leather, 
and even more important, by the revitalized thinking of 
these industries, For the first time in a generation, shoe 
and leather men are looking to the future instead of 
analyzing the performance of the past. New horizons 
have become apparent which have stimulated the kind 
of production and merchandising planning consistent 
with the requirements of the greatest consumer market 
in history. 

At the Show August 9th and 10%h, to be 
held at the Waldorf-Astoria in New York, underlying 


Leather 


trends will emerge as the path to progress for the future. 


Shaving of leather to uniform thickness 


Once again manufacturers and retailers from all parts 
of the country will find at the Leather Show the positive 
platform for a new season. And the optimism expected 
to prevail at the Show will be based on more than 
wishful thinking and trade sentiment. It will reflect 
the genuine achievement recorded in 1955 and the 
augury of larger accomplishment for coming years. 

A cross-section of trade thinking discloses an unusual 
consensus on the basic economic facts of the shoe and 
leather industries. Expansion in volume witnessed so 
far this year took place almost in spite of the industry. 
The hesitation, caution and uncertainty which prevailed 
last year were in such marked contrast with the stability 
of consumer demand that greater activity became 
inevitable. Retail sales volume demanded that produc- 
tion be expanded; the strength of consumer demand 
had to be acknowledged. It was discovered again that 
the essence of good merchandising must be positive: 
Timely ordering, balanced stocks on hand when con- 
sumers are in the market, and continuous promotion. 

With the sharp snap-back in output during the first 
six months of 1955, a question has been raised from 
time to time on whether or how soon excesses could 
develop. However the salient fact of the past six months 
is not the production record but the demand for shoes 
at the retail level. Fresh stocks, new patterns arid colors, 
have stimulated consumer response surprising to the 
industry itself. The gain in retail sales has practically 
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matched increased production. In shoes as in othe: 


products it has been found that reliance on the past 


made it impossible to grasp the scope and vitality of 


today’s consumer markets. 

The premise of shoe industry thinking at preseat 
Against the back- 
ground of a higher standard of living, the realities of 


must be aggressive and dynamic. 


which are only now being discerned by business, new 
high-water marks of consumption will be set. The place 
of shoes, in the consumer scale of values is not fixed 
and unchanged; it is flexible and determined by consu- 
mer resources and by what the shoe industry does to 
focus consumer attention on footwear, There are goals 
possible today in merchandising shoes and leather 
which would have been inconceivable a decade ago. The 
great mistakes in merchandising that can be made 
nowadays arise essentially from under-estimating th 
potentials of consumer demand, 

Even the consumption of men’s shoes, so long be 
moaned by the industry, has begun to respond to the 
ferment of change. Demand for new styles and pat- 


terns, for new textures and colors of leather, has 


demonstrated that the male of the species can change. 


Per capita consumption of men’s shoes seems headed 


upward for the first time in twenty years. The very 


same forces which have stimulated men to acquire new 
types of apparel, are yielding results in the demand for 


shoes. 


The assets with which manufacturers, retailers and 


tanners are armed for present merchandising would 


seem incredibly rich to virtually all other industries. 


Here is an industry in which costs and values carry 
almost none of the risks and dangers traditionally asso 
ciated with consumers goods. What other commodities 


look back on 


wringer so effectively as to be 


can having gone through a postwar 


comparable in basi: 
costs with levels? 


prewat What other products can 


genuinely offer such disproportionately greater value 
said that the 


degree of risk in shoes and leather is so minor as to 


to consumers? For once it can truly be 
justify the release of trade thinking and energy for th 
more vital important task of merchandising. 

One of the factors sparking the progress made by 
the shoe industry is the wealth of new development in 
leather. Tanners have literally transformed the staple 


I hey 


rLRN TO 


character cf thei product have created new 
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Highlight of Leather Show 


by IRVING R. GLASS 


Executive Vice-President, 
Tanners Council of America 


Rough tanned hides are wrung dry after emergence from chrome drum, 


~~ 














LEATHER Color GU 





COLORS FOR WOMEN 


VANILLA TO SOFT TONED BROWNS 


Vanilla White Bark 
Wheat Turtle Dove 
Maple Honey 
Ginger Cognac 
Tawny Fruitwood 
Briarwood Mocha 
PINKS TO REDS 
Shell Pink Scarlet 
Basque Red 


TRUE BLUES 


Bluebird 
Admiral Blue 


Sweetheart Blue 
Flight Blue 


GRAYS 
Moonstone Smoked Pearl 
GENERAL 

Avocado Green Primrose Yellow 
White Black 

FOR CHILDREN 
Smoke Frontier Tan 
Brown Berry Cherry Red 








Ir is the responsibility of style and color industries to 
foresee volume color movements in apparel fabrics and 
to have available the leather colors that will meet any 
and every important demand. 

The Official Leather Colors for the Spring and Sum- 
mer of 1956 will very adequately cover the volume 
Fashion trends and will integrate and coordinate with 
any color group in the American market. The standard 
leather colors have a strong influence in our markets 
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because they are the vanguard, safe and sane in their 
industry solidarity. They are strong props to color 
planning for profit in all wearing apparel. 

There will, of course, be individual and special in- 
terpretations of colors in leather in top style and top 
price promotions, and one or more of these color 
values will undoubtedly move on to achieve volume in 
a following season. These special color developments 
render an important service to the leather industry . . . 
they are the trial balloons, riding sky-high, reporting 
on the color waves of the upper strata. 


WOMEN’S LEATHER COLORS 
VANILLA 


cream, a year round pastel for trim or combination or 


The color of creamy, rich vanilla ice 
overall use in all styles . . . for sports or leisure or 
dress up or down. It shares Summer’s cool demand 
with white and highlights all other colors. 

HONEY—A light, natural leather tone, golden sweet 
and sun kissed. The leather color and the name both 
have a psychological appeal with pleasant connotations 
to eye and ear. 

WHITE BARK the flesh 


tone for the barefoot illusion. It is the light trim and 


-A pale neutral beige 


combination color for the warm brown tones, and a 
Summer volume in its own right. 

FRUITWOOD—A neutral soft brown, a cool and 
gentle color that looks equally right on city streets or 
country roads. It is right for styling from top Fashion’s 
highest heels to volume loafers, 

BRIARWOOD—A warm and lively light brown, a 
year round success, and a beautiful interpretation of 
the rich glow inherent in fine leathers. It is specially 
good for handbags and belts. It is most effective used 
all alone; it needs no accent or trim. 

MOCHA—A dark smoky brown—top style and top 
performance for the fashionable customer, who will 
use this dark accessory equally well with the dark 
Summer cottons or contrast it sharply with the off- 
whites and Summer pastels. 

SHELL PINK 


tone for all ages to wear and enjoy. For the very young, 


A fairy tale color, a fragile, clear 


it is their own color, and for all the world it is a 
panacea, an escape color. This is also the pink for 
men’s wear, for their shirts and hat bands and ties 


and belts. 
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SCARLET—The brighest and best that a red can be! 
All the lore and art of the ages has flowered in this 
clear, brilliant color. It is a tonic from the cradle to 
the wheelchair—a spirit lifter, a brave fighting color, 
a dashing dancing color. 

BASQUE RED—A beautiful true red—an old favor- 
ite, forever new and a classic with a secure place. 

MOONSTONE—The lighter of the grays, a pure 
neutral, cool and pleasant with Summer colors and 
specially good for casual and country wear. 

SMOKED PEARL—A light charcoal tone, effective 
with white trim or combinations and suitable and 
fashionable for town wear. 

SWEETHEART BLUE—As sweet as young romance, 
as right as Summer rain. Volume for handbags and 
footwear and all accessories. 

BLUEBIRD—A beautiful color in this wide spread 
of the peaceful blues—a color with a promotional 
future. 

FLIGHT BLUE—America’s favorite Navy blue and 
a perennial success. 

ADMIRAL BLUE—The dark Navy, always top price 
and top fashion styling and newly important to wear 
with the sheer dark Summer fabrics. 

AVOCADO—Still in the ascendancy. It is going 
strong this season and shows good promise of retain- 
ing its position as the best green for 1956. It looks 
well with an astonishing number of colors and is 
delightful with white. It is a sun drenched color and is 
good in all types of leather. It is on its way to becoming 


a classic. 

PRIMROSE YELLOW—A sunbeam that is as right 
as sunshine with all of the Summer colors ... a 
sparkling accent with white or black. 

TURTLE DOVE—Gentle in color and soft in suede. 
Its beige tone is cool and pleasant alone or effective as 
combination and trim with the smoked brown tones 





Issued by The Color Bureau of the Tanners’ Council of America 


or with the redder hues. 

_ MAPLE A classic and continues to style well in 
Fashion’s best developments. It looks so right with 
suntanned legs and is such a natural soft tone that it 
looks cool and is light znough to wear with white and 
Summer pastels, 

COGNAC—A year round suede that can be counted 
on to be asked for by many customers in Spring as 
well as in the Autumn. It is the suede to combine with 
Briarwood, 

TAWNY—The strange off-beat color that the Italians 
have made top volume. To see it is to like it and you 
know it will go with almost anything else for daytime 
wear. It makes you think of beeswax and olive groves 
and sunwarmed fields of grain, It is a beautiful leather 
color and a color that improves with wear and polish, 
It is specially good in soft leathers, 

WHEAT—A neutral beige with a browned under- 
tone and is at its best in napped leathers. It is for 
informal country and suburban wear and despite its 
light tone it cleans easily and will look attractive until 
its last gasp. It is for sturdy wear and for active, 
flying feet. 

WHITE—Increases steadily and is being styled in 
top Fashion in entrancing designs. 

BLACK—-Always with us and will continue its steady 
volume in spite of every color in the rainbow. 


CHILDREN’S LEATHER COLORS 

SMOKE—A light neutral, the soft tone of dusty 
country lanes. 

FRONTIER TAN—A color for saddles and bridles, 
for boots and gun belts. 

BROWNBERRY—The conservative darker brown 
that is a classic, 

CHERRY RED—tThe classic dark red. 

[TURN TO PAGE 92, PLEASE] 








Ivywood Beaver 
Wheat American 
Adobe Burgundy 


Burnt Brown 
White 


British Tan 
Havana Brown 
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Tawny Vintage 
Maple Cordeau 
Amber Coffee Bean 
Corona Brown Black 

Teak 



















See Brezner Leathers 


BOOTH 74 


Leather Show 
Fo cea 


When you order Brezner leathers, you can count on getting precisely what 
you specify—in color, feel, finish, everything. AND you can count on prompt 
delivery as promised. 

That’s why so many manufacturers turn to Brezner first. Saves time—saves 
money——and gives you the feeling of confidence that comes only from dealing 
with an old-line, reliable firm—time-tested for dependability. 


SMOOTHS and ELKS in KIPS, EXTREMES and SIDES 
SHAG, EXTREMES and KIPS 

BRUSHIE—In All Colors 

OOZE LINING SPLITS 

FINISHED LINING SPLITS 

SUEDES and ROUGHIES —in Blacks, Whites and Colors 
CHROME SOLES 

FINISHED UPPER SPLITS 


See the complete line at the Leather Show or write for swatches today! 


THE BREZNER DIVISION OF ALLIED KID COMPANY 


145 SOUTH STREET, BOSTON 11, MASSACHUSETTS 
Fashion Right’ Leathers from our Tannery, Penacook, New Hampshire 


ST. LOUIS, MO CINCINNATI, OHIO NEW YORK AND PENN MIAMI, FLORIDA ORIENTAL EXPORT 
H. B. Avery Co John A. Spilie Co Homer Bear Jack G. Mendelsohn Leibman & Cumming 


105 ANGELES, CALIF MILWAUKEE, WIS. ROCHESTER, N. Y Handbag Representatives San Francisco 
Rus White Co Harold |. Stewart John E. Graham & Sons Chilewich & Sons Co., N.Y., N.Y. Calif. 


Representatives in All the World's Leading Lecther Morkers 
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The shoe industry is a fashion industry a seasonal 


industry. We plan and prepare months ahead, for a season 


never that may last only a few weeks 
In a fast-moving fashion industry like ours, delivery 
———$———$——$— 


on time really counts. If the season is good, there may 
be time for re-orders. But if a retailer gets his shoes late, 

tha n it’s often worse than not getting them at all. We all know 
this. We search constantly for resources who can deliver 
dependable products on time every time 

late The shoe industry knows that Wilner quality 
the lightest, finest, Eastern White Pine, kiln dried under 
rigid electronic control and machined to within fifteen 
thousandths of an inch means fewer manufacturing 
delays due to cripples and poor fitting 
And Wilner’s control over every operation from our 

own forests through our own trailers to your door, means 
dependable deliveries always. 


, : * 
Worlds Largest Manufacturer of Wedge Heels ilner 


wooo reooucts co 





NORWAY. MAINE * NORWAY 480 © ST. LOUIS OFFICE - 410 NORTH FOURTH STREET - CHESTNUT 1-0927 










ruere's NEW LOOK» 
Beacon Falls GRIPS | 


NEW GRIPS FOR EVERYONE 
Colorful . . . Lightweight 










MOM ~— weors comfort 
able Tredaire Saddle 
Oxfords for work, for 
play, for every day 
White with Block or 
Brown, Pink-Black, Red 
White, or Green-White 
















DAD — favors lightweight shantung 
Tredmocs for his leisure hours, so cool, 
so smart. Blue, Brown, Block, Buck- 


wheat or Charcoal 


SIS — romps and jumps 
in Plahelth Oxfords, 
the shoe with the 
Clown Insole and Arch, 
built just right for 
growing feet. Pink, 
Charcoal, Blue, Red, 
Brown Children's and 
Misses’ sizes 





BROTHER prefers Pennant 
Bals with the official script 
ot his favorite ball club 
an exclusive with Beacon 
Falls. Available with Cleve ° 
land Indians, Brooklyn 
Dodgers, Milwaukee 
Braves, New York 
Giants o1 Boston Red 
Sox Black or 
White, Youths’ 
to Men's 
sizes 




























and SUNAIRES for’ 


~ NEW STYLES...DAZZLING COLORS 
Will sparkle your sales and profits. 









v ic catching point of 
sale displays will stop 


traffic at your door. FIRECRACKER — will pop extra sales 
right into your cash register. Exciting 


Colorful Ads in leadin colors as Candy Pink, Cafe Blue, 
z 9 Wild Apple, Wild Olive or Cocoa 
magazines. 





SUNAIRE 











Free dealer mats of all 
styles in our line. 









SUBURBAN — Smart and neot, 
fashioned for comfort, light 
weight oxford made over 
special walking last. Sugar 
White, Blueberry, Cocoa, Char- 


— 
Planned dealer promo- cool or Wild Apple. 
tions designed to your 
individual require- 
ments. See our sales 
representative. 















SAND WN SEA — As comforting 
as the sand, as relaxing as 
the sea. Delightful color com 
binations of Cocoa Toasted 
Almond, Biveberry-Wild Apple, 
Wild Apple-Blueberry, Licorice 
Candy Pink, Wild Olive-Buck 
wheat. 













Serving your needs 
FOR OVER A HALF CENTURY 







PLAYMATE 
for the little miss, light 
weight sandal in delicious 
colors, Sugar White, Candy 
Pink, Blueberry, Wild Apple, 
Toasted Almond 


truly a friend 






BE-BOP — They're new! 
They're Gay! Colorful 
shells just right for danc 
ing, in real gone colors 
Licorice, Wild Apple, 
° Wild Olive, Cafe 
Blue, Cocoa, 
Candy Pink. 





























RUBBER 
ue BEACON FALLS, CONN. 


ar’, 
, 











Men who are “or 


Men who are “going places” just naturally can’t afford needles 
worry about less-than-best shoe appearances Because they know 
thai wearing « alfskin shoes eliminates this needless worry they 
count on it for prac tical smartness wherever they go 

Your customers will appreciate the superior wearing qualities 
of calfskin as much as its prestige appearance Combining 
sturdiness with suppleness, it grows more soft, its grain and 

heen more mellow, with use. Any man will enjoy longer-lasting 

foot comfort and style satisfaction indoors or out when 
he wears calfskin shoes, No shoes stand out and stand up as well 
as those made from calfskin 

Lawrence's Polo Calf, Saxon, Tweed and Braemore 
calfskins build better shoes and a better customer follow 
ing. That’s why they will build better profits for you 


“ 


A. C. LAWRENCE LEATHER CO., Peabody, Mass. 


A DIVISION OF BWIFT &@ COMPANY (INC 


going places” go i 


Smart Stacy 








Lo-Tie #314 in bright tan Lawrence’s 





A-24 


Polo Calf® in built-for-comfort, easy-fitting low contours 
Custom-finish, with wheeled heel seat and leather rubber 


heel assure it 


stylish individuality. 


For free catalog showing complete 


teen and children's line for Fall, write: 


HUSSCO SHOE CO., 1328 BROADWAY, N. Y. 


Factories: Honesdale, Pa. * Canada: Canada West Shoe Co., Winnipeg 


756 HUSKIES AND HUSKIE PUPS STYLES ARE IN-STOCK IN 19 CITIES: 


PHOENIX, ARIZ. 
Copeland Wholesale Merchandise 
Company 

PITTSBURGH, PA. 
Robert E. Comins 


ALBANY, N.Y. 

Huskies-Albany Co. 
ASHEBORO, WN, €. 

B. B. Walker Shoe Company 
BOSTON, MASS. 

M. Dobrein & Sons 
CHICAGO, ILL. 

Monroe Shoe Corp. 
CLEVELAND, ©. 

Allied Shoe Company 
DENVER, COL. 

Kemp Shoe Company 
DETROIT, MICH, 

S. Kanners & Company 


be Pe Sie | 
MANSAS CITY, MO. 


Kayfman-Haith & Company, Inc. 
MILWAUKEE, WIS, 
Schwartz Footwear Company 


MINNEAPOLIS, MINM. 
Northwest Footwear Distributing 
Company, Inc. 

NEW ORLEANS, LA. 
B. Rosenberg & Sons 


HEW YORK, N.Y. 
Lee Shoe Company 


PHILADELPHIA, PA, 
Alexander Rubber Compony 


PORTLAND, ORE. 
Breyman Leather Company 


SAGINAW, MICH. 
A. H. Webster Company 


SAM FRANCISCO, CAL, 
Glaser Shoe Company 


WEST HAVEN, CONN, 
Allen Bros. Shoe Company 









ERHARD H. BUETTNER 


President, Tanners’ Council 


IRVING R. GLASS LEIF C. KRONEN 


Executive Vice-President Secretary 


Leathers for Spring 36 to 


COLORS COMMITTEE 


EXHIBITING TANNERS 


Robert E. Binger, Allied Kid Company Company Booth 
Frederick J. Blatz, Amalgamated Leather Cos. 

Milton E. Burr, Eagle-Ottawa Leather Co. Acme Leather Co. . in “ait i a 
Hugh H. Connett, Surpass Leather Company — on Cos., tne, .. 

Rudolph Correll, Hermann Loewenstein, Inc. a we 1 
Polly Drew, Beggs & Cobb, Inc. a a ; 2 
D. Malcolm Fleming, Fleming-Joffe, Ltd. Sterling oy 72 
DeFred G. Folts, Jr., American Hide & Leather Co. Mew Codie Div. 73 
William Garver, Thomas B. Harvey Leather Co. Quaker City Div. 73 
Martha Geilich, Geilich Leather Co. Brezner Div. ... 74 
James T. Gormley, B. D. Eisendrath Tanning Co. Amalgamated Leather Cos. . 35 
Louis Halle, Diamond State Tanning Co. Amdur Leather Co. 57 
Austin Harding, Northwestern Leather Co. William Amer Co. 60 
Milton Hubschman, E. Hubschman & Sons, Inc. American 7 Tanning Corp. 6 
Rolland L. Jensen, Fred Rueping Leather Co. American Hide & Leather Co. .. 7-8 
Harry L. Johnson, Endicott Johnson Corp. American Kid Co. 
Robert W. Kasten, Albert Troste! & Sons Co. Armour Leather Co. 43 
H. K. Kirschner, Willard Helburn, Inc. Peter Baran & Sons _ 62 
Frank R. Lemp, Armour Leather Co. J. S. Barnet & Sons 103 
J. W. Macpherson, John R. Evans & Co. Barrett & Company 3 
George J. Martin, Barrett & Co., Inc. rr —— Co. pl 
George H. Mealley, The Ohio Leather Co. eel aaa 8 Odell 15 
R. RE Mellin, Russell Sim Tanning Co. onaed Bros. & Lane 45 
Frank H. Miller, G. Levor & Co., Inc. ii Sissies im 54 
Earl # Peirce, A. F. Gallun & Sons Corp. Chilewich Sons % Co 26 
Lester E. Rosenburg, Agoos Leather Cos. Colonial Tanning 67-68 
Samuel Rubin, Colonial Tanning Co. Crestbrand Leather Co. 93 
Stuart A. Spaulding, A. C. Lawrence Leather Co. Donnell & Mudge, Inc. 83 
J. J. States, A. C. Lawrence Leather Co. F. C. Donovan, Inc. . 55 
Mrs. Helen D. Taylor Director Color Bureau Dreher Leather Mfg. Corp. 6 


70 
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EXHIBIT COMMITTEE 


Dan Hickey, Surpass Leather 
Company, Chairman 
Frederick J. Blatz, Amalga- 
mated Leather Cos. 

S. B. Foot, S. B. Foot Tanning 
Company 

D. N. Gutmann, Gutmann & 
Co., Inc. 

Milton Hubschman, E. Hubsch 
man & Sons, Inc. 

Frank R. Lemp, Armour Leather 
Company 

Joseph W. Macpherson, John 
R. Evans & Co. 

George H. Mealley, The Ohio 
Leather Company 

Stuart A. Spaulding, A. C. 






















































DANIEL H. HICKEY HORACE L. SHEPARD, JR. 

Chairman, Exhibit Committee Treasurer Lawrence Leather Co. 
Company Booth Company Booth Company Booth 
Dungan, Hood & Co., Inc. 10 S. B. Foot Tanning Co. 94 Granite State Tanning Co. 96 
Eagle Ottawa Leather Co. 61 A. F. Gallun & Sons 22 Griess-Pfleger Tanning Co. 59 
Eastern Tanning Co. 14 Garden State Tanning Inc. 48 Gutmann & Co., Inc. 102 
John R. Evans & Co. 28 Garlin & Co., Inc. 18 Haight & Company 9 
Flagg Tanning Corp. 92 Geilich Leather Co. 2 L. H. Hamel Leather 56 
Fleming-Joffe Ltd. . 104 Gilbert & Co. .. 32 Thomas B. Harvey Leather 58 
John Flynn & Sons 23 Gordon-Gruenstein Inc. 50 [TURN TO PAGE 86, PLEASE] 
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Booth 35 
Waldorf-Astoria 


Write for swatches 


plain 
and 
fancy 


leathers 


Wy ..: 


new colors, yes, new colors 
and new leathers making 
it's plenty for 1956 


Spring COMING 


That’s Amish for announcing that 
Amalgamated Leather Companies 
are ready with wonderful new 
leathers for the coming season, to 
be presented at the Official Leather 
Opening at the Waldorf-Astoria 
August 9 and 10. 
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we like wonderfully 


good all these fine 






leathers making .. . 






PLAIN 


GLAZED KID 


traditional, in new and classic colors 


















DELAWARE KID 


brand new smooth kid, spectacular finish 






KID LININGS 


water repellent, pale tones and dark colors 








EVERKLEEN KIPS 


white and pastels that can be sponged clean 







AMALGAMATED KIPS 


white and colors, smooth finish 







AMBUCK 


purest white kid suede with fine close nap 








ANILINE KID 


unique aniline-dye kidskin, satiny soft 






FANCY 


FROSTEE KID 


true pearl finish lustre, myriad colors 












FROSTEE KIPS 7 
pearlized finish on lights and mediums oe A 


A 
« 
: 









CHARMOOZ 


velvet nap kid suede, new fashion colors and 
basics 










BUCKGOAT Like our Amish neighbors, on their green farms in Pennsyl- 
suede tannage for unlined and men’s shoes vania, just across the state line, Amalgamated Leather Com 
. panies are old-timers, and, if we must brag on ourselves, hard 
SOFTEE KID working and industrious. Our techniques are old, like those 
new dull matte on the original soft leather of Amish artisans, and we are skilled in tanning leathers, plain 
P SOFT TOUCH and fancy. But we are constantly experimenting, always ready 





glazed grained finish, wide color range to improve on old methods, for better leathers making. Amish 





people are plain and not fancy, with traditional Pennsylvania 





LAVA KID German appreciation of beautiful color, wonderful food and 






newest shrunken grain kid, demi-glazed honest workmanship. Amish housewives urge you to “eat 





hearty, food it’s plenty’ as they heap your plate from fifteen 





FANTASY KID 


linings and kidskins in fashion prints 





side dishes, twenty platters and smearcase, fresh butter, love 





feast bread and shoofly pie yet! “Kat hearty, spread it deep” is 





good advice with such variety. 





Right now, we at Amalgamated are fifteen different leathers 





making, smack in the heart of industrial Wilmington, where 





progress it’s plenty. And not far away from our modest Amish 





brethren, who on Broadway are many warm new friends making 






yet. Amalgamated Leather Companies, Wilmington 99, Delaware 
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for advance Spring 
and Summer 


TE tele 
bb yo... lo keep 


i te now | 


The Allied trades show is the earliest 
ever... to help provide that head- 
start for your advance season foot- 
wear styling and production plan- 
ning. And there's also the greatest 
array ever of 


the NEW in 


STYLES IDEAS 
FABRICS LASTS 
PATTERNS SOLINGS 
PRODUCTS PROCESSES 
ORNAMENTS 





HOTEL BELMONT PLAZA 
New York City—Sunday thru Wednesday 
AUGUST 7, 8, 9 and 10th 





OFFICIAL ALLIED SHOE INDUSTRIES EXHIBIT 
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NOW ? 
TOP QUALITY 
AT LOWER COST 


5Up ER GRIP Sole Attaching Cements 


give you all these time and money saving advantages: 















Complete Lime of sole attaching cements for a 
wide range of conditions. A Supergrip representative can help you select the 
one right Supergrip sole attaching cement . . . demonstrate its advantages on 

your shoes, in your factory. 











7 
Mileage e e « Gives you more mileage — saves you 
money. Actual shoe manufacturing case histories show increases ranging up to 
28% more pairs per gallon with Supergrip. 










” 
Price... You pay no more for Supergrip. You get 
top quality results and more production when you buy Supergrip sole attaching 
cements, 









Call your United representative today and ask him to show you how Supergrip cements save you money. 
SUPERGRIP SOLE ATTACHING CEMENTS ARE PRODUCTS OF THE B. B. CHEMICAL COMPANY 


UNITED SHOE MACHINERY CORPORATION Boston, Massachusetts 
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Distinctive frontier moccasins with hand sewn vamps 
and coonskin collars. Soft Buckskin Tan leather. 


to retail for $3.95 
to retail for $4.95 


$2.35 
$2.95 


Half sizes 3 to 12 
Half sizes 124 to 6 


BE SURE TO SEE THE NEW 
@aurtfsney Cheracter HOUSE SHOES BY TRIMFOOT 
Sizes 5 to 12 NOW to retail for $2.98 


ee ge “ee 


Top Box Office At Your Cash Register, Too! 


Oar DISNEY s 


OFFICIAL 


BOOTS & MOCCASINS 
BY TRIMFOOT 


Davy ... Davy Crockett, king of the wild frontier . . . the new All American 
hero taking the country by storm. . . now brings his own 

frontier boots and moccasins to make real Indian Fighters out of 
millions of adoring small fry. In colorful Davy Crockett 

package to capture young imagination. 


Soft, rugged boots in Buckskin Tan. Real 
leather fringe (Design Pat. No. 167164)... 
and a little coon-tail on the pull strap! 


to retail for $5.95 
to reatil for $6.95 


$3.60 
$4.20 


Half sizes 52 to 8 
Half sizes 84 to 3 


‘[rimfoot 


TRIMFOOT COMPANY 
TRIMFOOT TERRACE 
FARMINGTON, MO. 


NEW YORK—628 MARBRIDGE BLDG. 
DALLAS — 6-133 C MERCHANDISE MART 
SEATTLE — 222 TERMINAL SALES BLDG. 
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CHICAGO STARTS 
FALL PROMOTIONS 


With clearance sales about com- 
pleted, Fall shoes are beginning to 
edge into the Chicago selling picture. 
Practically all stores» and 
ments had excellent sale results, and 
many described their 
“well liquidated.” Most promotions 
of Fall shoes began in late July, but 
there was good lively selling, par- 
ticularly in the after the 
fourth of July. The fourth also ap- 
peared to mark a turning point in 
business. Although it had been slug- 
gish in some quarters in late June, 
it picked up not only in sale goods. 


Fall 


depart- 


condition as 


salons, 


but also in seasonal and mer- 
chandise. 
College fashion promotions, — in 


which shoes had a large place, also 
started in mid-July and will receive 
considerable emphasis for the rest 
The traditional sad- 
dles, in a number of new color com- 


of this month. 


binations, and also a range of colors 
and variations in loafers, are given 
top billing. However, there is 
some promotion of other tailored and 
silhouettes in soft 
New adaptations of flats 


also 
casual crushable 
leathers. 
and plain pumps 
dressy side of the picture. 

Brown is taking hold 
the Fall selling trend and is expected 
have 


round out the 
rapidly in 
to accelerate. Copper shades 
been doing especially well. There is 
a lot of interest in the dark leathers 
with the new polishes and finishes, 
Pumps and halters will probably be 
top choices in styles, with the edge 
going to pumps as the season pro- 
gresses. Early buys are heaviest on 
halters, particularly in light weight 
black suedes. The swing to more and 
more closed types is expected to con 
tinue as the season progresses. Viny- 
lites, which did well in style quarters 
this past Spring and Summer, con- 
tinue to hold up and should continue 
in demand. Most accepted are those 
versions trimmed with suede, Gar- 
net is also in the picture as a color. 
although reaction thus far has been 
Other red versions. some 
greens, and greys round out the color 
story at this time. 

The 


importance in 


spotty. 


is growing in 
and 


medium heel 


the high style 
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salon division where it is gradually 
edging into the field formerly domi- 
nated only by high heels. Retailers 
report that the very high fashion 
shoes on medium heels are bought 
by customers from high 
heels and also by the younger group 
have unable 


switching 


and women who been 

to wear the high heels. Heel interest, 

such as elaborate mother of pearl de- 

signs and the slim shaped, delicate 

versions, are also expected to be im- 

portant in the fall selling program. 
ee ee 


VOLUME SLUMPS 
IN DETROIT 


LocaL shoe business returned to its 


familiar status of paradox this 
month, with volume generally taking 
a substantial slump early in July. 


General reports earlier indicated that 


June business, after a mixed start, 
added up to a good total for the 
month as a whole in local stores, 


until the last week. 

Two factors appeared to account 
for the prevailing drop in early July: 
1. Hot with the most 
tracted heat wave in years according 
to most sufferers. This definitely took 
customers out of the shopping mood, 
regardless of the attrac- 
tion of air-conditioned stores. The 
streets were too warm on the way to 


weather, pro- 


supposed 


and from the store. 


2. Minor but well-spread cutting 





1 Ma. 


Sun-warmed skin and brown and 
beige woven leather and silk were 
co-starred by |. Miller, New York. 


Oe ee 
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con 


of hours of employment, and 
sequently weekly pay checks, in the 
auto industry. Significantly, the seri 
ous possibility of a major catastro 
strike a did not 


have a very depressant effect. Cus 


phic month earlier 
tomers are apparently buying shoes 
as long as they have work and are 
much, spending 
wise, about the But 
down the work week by a day or two, 


not worrying too 
future. cutting 


because of hot weather, seasonal 
changes and sundry factors, proved a 
serious deterrent to shoe spending 

The 


shoes here was strongly for casuals, 


current demand in women’s 


with emphasis distinetly upon lower 
price groups. Customers are reported 


looking for bargains, with various 


reduced price and sale techniques in 
Some sales 


strong pre 


the offing 


motion was expected to develop 
within the coming weeks. 

Style trends appear to be so mixed 
offer no 


men’s shoes, a moderate surge of in 


is to pattern whatever. In 


terest in relaxed styles was indicated 


resulting from the protracted heat 


In women’s shoes, buyers were 


frankly unable to summarize any pat 
tern of For 


customer preference 


Fall, however. the local buyers are 
ordering black in unusual quantity 
with special emphasis upon black 


suede. Browns, which have long been 


almost a drug on the market here 
are also expected to show a very sat 
isfying Fall pickup. 


In the children’s shoe field, the 
black trend was partly confirmed by 
heavy favoring of patents, nearly all 
black. In the shoes for younger girls 
red and blue pastels are also reported 
good 
Scattered 
the children’s shoe field holding up 
well. apparently better than the adult 


retail reports indicate 


sections generally 
n a ” 


WHITE, VINYLITE 
BALTIMORE LEADERS 
Reports from Baltimore retail shoe 
buyers that 
shoes have been selling in quantity 


reveal strictly summer 


especially white footwear. Inventories 
have been low and one store reported 
exactly 
the 30 


stock was almost 
1954 for 


day period ending mid July 


that their 


the same as that of 
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A summary shows that white at 
from $8.95-$17.95 in pumps and 
halter pumps in the open look was 
first in preference. Pastels in the 
white shoes, from 
second in popu- 


same styles as 


$8.95-$15.95, 


were 


larity, followed by patents (same 
styles as the above two) from $8.95- 
$16.95. However, the piéce de résis- 
tance was Vinyliie. A spokesman for 
one of Baltimore's larger department 
store shoe sections stated: 

“The biggest thing so far as we 
are concerned was the Vinylite shoes 
at $24.95 in the halter pump. That's 
been a ‘hot item’ in the open look, 
We tried to order some more recently 
and we expect a new shipment any 
day. This was one item that stood 
out. It was an unusual type shoe. 
People like it because it was dif- 
ferent.” 

From another buyer came these 
remarks: “We've been selling regular 
dress summer shoes in white and 
pastels at $10.95-$19.95 also slings, 
halters, and the open look footwear; 
also a few white kid pumps. White 
linen pumps, for dyeable purposes 
mostly, in the closed look, in high 
and medium heels, sold well at $8.95. 
Then there were summer casual 
wedgies from $2.99 to $10.95. Pat- 
ents sold but mostly those on sale, 
not from regular stock. Some Viny- 
lite was selling, too, at $16.95.” 

Plans for August-September here 
include alligators, lizards, Vinylites, 
black suedes, and suede and calf in 
the brown family. There will be 
stress on black calf via promotions. 
Colors in calf, generally, will be 
stressed, such as “Golden Sable” and 
“Town Brown” (a darker brown). 
Avocado green will be revived as a 
favorite, echoing its spring popular- 
ity; and there is talk of promoting 
gray calf later on, also a darker than 
Wedgwood shade called “Bluebell.” 
Another innovation for early fall will 
be definitely a matted calf with dull 
cast (between black and gray) at 
$19.95 in a plain basic pump with 
closed toe and back. 
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Comments on early fall inventories 
were from an assistant shoe buyer in 
a department here: “We're 
planning to run a special on alli- 
gators at $18.95 in brown, red and 
light tan, also lizards in the biggest 
color for Fall, brown, and in red and 
light colors ... at $11.95 for lizards 
in pumps; mostly the closed type. 
Vinylite will be more or less in the 
fall picture after reptiles for Septem- 
ber or October at from $14.95-$16.95 
in the open look. 

“We feel there will be quite a bit 
of stress on the brown family in vari- 
ous materials in suede and calf, par- 
ticularly at from $8.95-$16.95. Also 
black suedes, clear Vinylite, brown 
suedes and amber Vinylite to coordi- 
nate the brown family and to sell 
from $14.95-$16.95.” 


From another spokesman: “We're 


store 


trying to get our dark shoes now for 
early Fall. 
always in black suede at from $10.95- 
$22.95. There will be more promo- 
tion on black calf. This will be big 
for fall. Our store will promote it. 
We're going in for a lot of colors in 
calf and pearlized calf. Colors will 
be Golden Sable and Town Brown in 
calf. 

Green calf will still be good 
and we will still call it Avocado, the 
same color that we handled in the 
spring. Later on we may stock gray 
calf and Bluebell a darker Wedg- 
wood. It all depends on the market, 


Pumps will be best as 


however.” 
a ee 


HEAVY MARKDOWNS 
IN ST. LOUIS 


GREATER than anticipated mark- 
downs are being taken by some St. 
Louis shoe retailers as a result of a 
disappointing late May and June bus- 


White set off with brilliants gives a 
cool black and white combination for 
summer promotion. Hess, Baltimore. 


iness. Unseasonably cold weather 
kept local residents in Spring-weight 
apparel until after Summer had of- 
ficially arrived, giving little incentive 
to buy white footwear. As a result, 
citizens decided to play the waiting 


game, knowing full-well that July 4th 
clearances were but days away. 

Since then sales have picked up 
immeasurably BUT 
been cut as the result. 
manager 
markdowns are the biggest he’s had 
Summer 


the profits have 
In fact, one 
merchandise reports his 
in a number of seasons. 
Other stores admit they are having a 
like experience while another reports 
that the fact that they didn’t have a 
large white saving them 
money now. 

In a few scattered instances, there 
is activity in transitional and early 
Fall merchandise. One store reports 
it is off to an exceptionally early start 
on suede—blue and black sueded 
sandals, some with glitter treatments, 
others with lucite heels. Another is 
doing well with sandalized pumps of 
blue and black suede. Black mat fin- 
ished calf is quiet in almost all quar- 
ters with the only other notable 
interest to be found in the henna- 
toned calfskin. 

Men’s business too has been un- 
stable, the cold May and June killing 
off an early interest in ventilated styl- 
ing. As a result, most of the business 
in this category is now being accom- 
plished at sale pricing. The chil- 
dren’s business is currently quiet, re- 
maining on a par with Julys of other 
years. It will take its pickup in Au- 
gust when back-to-school wardrobes 
become the center of interest. 

We hon 


NEW YORK MERCHANTS 
OPTIMISTIC FOR FALL 


AurHoucHu early August is tra- 
ditionally a slow time at retail, New 
York shoe merchants fee] that it may 
be different this year. There has been 
a great deal of promotion and edu- 
cation beamed at the consumer which 
has been predicated on the theme of 
an easy transition from hot Summer 


stock is 
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to very early Fall and it may pay off. 
Manufacturers have produced shoes 
to cover this and retailers 
have ordered them early, to be in the 
store when consumers want a change 
—something to wear with the dark 
sheers and cottons; and already cus- 
tomers are showing an interest. 

Traffic in stores has been good, for 
the 
have drawing power. 

Shoe retailers in New York look 
forward to good business. They have 
shoes in the store and on order to 
take care of the anticipated activity. 
Stocks are somewhat higher than the 
same period last year but that is 
due to the variety of colors and the 
need for an adequate range of sizes 


season 


new shoes, in the new colors, 


in order to assure sales. 

Garnet, antique amber, the copper 
Briarwood and Fruit- 
colors in 


feel 


tones, sable, 
wood some of 
women’s that 
wil) get good response. 

There has been a continuing in- 
terest in casuals, ranging all the way 
from skimmers and soft flats to the 
wedges. Colors have been important 
in this category too and for the early 
Fall retailers are anticipating a good 
reaction to prints and plaids. 

The men’s shoe business has been 
rather slow but have been 
spurts due to special sale induce- 
ments or special promotions. How- 
ever retailers anticipate that there 
will be a noticeable pick-up next 
month. 

It is still too early to gauge the 
actual selling possibilities of the new 
shoes but retailers are confident. In 
the of cases, figures 
ahead with the 
period last year. Inventories are in 
line and prospects are that the new 
shoes will move. 


the 
merchants 


are 
shoes 


there 


majority are 


compared same 


* * * 


BOSTON HAS A 
GOOD JULY 


SUMMER shoe sales in Boston, now 
drawing to a close, are said to have 
been successful, some stores report- 
ing a better July than last year; 
others reporting results at least as 
good as those of 1954. Most retailers 
are planning to show Fall lines early 
in August. 

Weather has been the deciding fac- 
tor in shoe sales since Summer began. 
Heat waves have kept shoppers out 
of the city. Cool days have increased 
store traffic. 

The Walsh Shoe Shop on Arch 
Street, one of the city’s largest fam- 
ily shoe stores, has had good sales of 
[TURN TO PAGE 87, PLEASE] 
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Footwear Manufacturers 


IT WITH BORG” 


Leading 


“TRIM 

































CHINOOK 
courtesy 
Kickerinos 























* Borg “| pile fabrics, 
the result of exclusive knit 
and finishing processes, 
have been extensively field 
proven. And yet they are 
} constantly being tested and 
MA lamreved. 









* Borg’s 100% Dynel trim 
assures superior break and 
superior coverage, lending 
a look of “tailored” smart- 
ness to the better makes of 
footwear which it enhances 
so graciously. 
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* Borg’s 100% Dynel trim 
is luxurious to feel. Touch 
of a hand instantly reflects 
its superlative quality. 











* Borg’s 100% Dynel trim, 
with heavier density, lasts 
and lasts and lasts. Cus- 
tomers love its built-in, 
long-wearing qualities. 





















BORG FABRIC DIVISION 
fabrics of lee feiliire 
ate yours loday 









RECORDER SURVEY OF CURRENT CONDITIONS IN SHOEMAKING CENTERS 


Manufacturing 
td Markets 


Milwaukee 


THE big news among Milwaukee area shoe manufacturers 
as a hot, humid July drew to a close was that business, 
particularly men’s shoe sales, has been very good. The 
headline story features work shoe business, which has 
emerged from a long slump to forge ahead of most othe: 
lines. While most factories enjoyed a two-week annual 
vacation the first part of July, several firms cut the vaca- 
tions to one week to keep up with orders. 

“Not only the farmer but the factory worker is buying 
a manufacturer said. “The unusually 


wet weather has helped rather than hindered sales of 


shoes once more,” 
farm shoes. The lighter shoe trend has struck our work 
shoe business and workers are not waiting for heavier 
shoes to wear out but are buying the more comfortable. 
vet as durable, shoes at once.” 

Another manufacturer said that today, more than at any 
other period, workers are buying better quality and more 
job-fitted shoes. Most popular are in the brackets starting 
at $8.95 and going upwards. Among the increases in vol- 
ume business are work shoes with water-repellent leathers, 
cushion-crepe and cork soles and cushion innersoles. 

In-stock departments have been built up by several work 
shoe manufacturers to give merchants, buying close to 
immediate needs, better service. One sales manager said 
that his firm’s in-stock department now carries a larger 
assortment of widths than ever before and even sizes 13 
and 14, something unheard-of in past years, 

Business increases ranged from five to 15 per cent ahead 
of last year in all lines of shoes, with work shoes ahead 
from 10 to 12 per cent. The biggest work shoe spurt. ac- 
cording to one leading manufacturer, was in early July. 
\ manufacturer of men’s dress and boys’ shoes said that 
his shipments for the first six months of the year were a 
“strong 10 per cent higher.” 

In men’s dress shoes, another manufacturer said that 
the trend is toward “compromise shoes”—compromises in 
low cuts, in narrow toes and higher heels, in color. While 
black continues strong for Fall, judging from orders re- 
ceived, the brown family is well ahead. At one house, 
teak (a little lighter than charcoal brown) will be a best- 
seller. Mid-lowtops and soft grains are most in demand. 
Extreme low cuts and extreme Italian type shoes are sell- 
ing most readily in metropolitan centers. Hard grained 
leathers are not moving at all. 

In women’s and misses’ lines, the pump is still No. 1 
with unusual demand for sweater pumps in medium and 
low heels. Closed toes are in the majority and black is 
leading only a stretch ahead of the vivid browns for Fall. 
While suede is popular, there is large defmand for soft 
calfskins, particularly in the lusters, mellow tannages and 
printed leathers. 

Leather prices increased a couple cents at one large 
tannery and some resistance was noted. Another tannery 
reported that shoe manufacturers were buying only as 
their needs demanded it, watching current price levels. 
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Chicago 


FALL shoe production in the Chicago area has about 
reached its peak. While factories are busy turning out 
shoes to meet delivery dates, faint forecasts and shadows 
of Spring begin to appear. and whole- 
ealers are generally satisfied with the results of Fall busi- 


Manufacturers 


ness thus far and continue to be optimistic for the future 
outlook. 
due in part to weather, the general and gradual trend 
since the first of the year has been toward improved busi- 
average, retail have slightly 
higher or at least equal to a year ago, and this naturally 
has been reflected in a stepping up of orders at the pro- 
ducing end. 

Latest Seventh Federal Reserve District figures for de- 


Despite some spotty action at the retail end, 


ness. On the sales been 


partment stores, show sales for the year to date up nine 
per cent. Indianapolis showed the greatest gain, with 
both Chicago and Detroit doing well for large industrial 
centers. Children’s shoes accounted for a good share of 
the over-all gain in sales and men’s and boys’ were in- 
clined to show a better acceleration than 
women’s. Women’s departments showed the strongest in- 
ventory position, with stocks well under those of a year 
ago. 

Successful July clearance sales have further liquidated 
stocks, so that the buying position in some cases has been 
considerably strengthened. Although most of the major 
buyers had the bulk of their commitments in by mid-June. 
recent weeks have seen a considerable flow of re-orders 
and also of orders for novelties for late Fall and early 
Winter selling. Early interest in the dark leathers with 
new treatments has resulted in sizable orders in this cate- 
gory. Black, naturally, continues the leading seller. How- 
ever early interest in brown has brought broadening of 
runs and into other styles in this color 
family There is also good interest in 
elasticity as applied to sweater pumps and new halters. 

Looking to Spring, there is a feeling that the spectator. 
a growing factor this Fall, will be important. There will 
probably be expanded use of elasticised materials and 
New treatments of 
tailored shoes, volume use of soft construction 


somewhat 


size extensions 


on second orders. 


treatments, and smarter suit and 
low heel 
versions, and a wide variety of low heel, narrow toe treat- 


ments, appear to be in the design picture 


St. Louis 


THoucH a Summer reorder business failed to develop 
fully as a result of unseasonable weather across the nation. 
St. Louis find 
ceedingly strong position at mid-July. The reason is the 


shoe manufacturers themselves in an ex- 


continuing strength of Fall orders, which has most fac 
tories working at capacity and on over-time schedules now 


While retailers have had to remain content with me 


[TURN TO PAGE 82, PLEASE] 
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hock The H igh Heri tage 
of High Fashion 









: The hallmarks of quality are easily discernible in a shoe 
of truly high fashion... Expression of an Exciting Idea 
.. Excellence of -Craftsmanship...and definitely, 


Elegance of Leather 


* 
For that elegance, combined with glove-softness and 
great stamina, fashion has long preferred the custom 
quality of King Kid, Here, indeed, is a Kid leather of high 
birth and noble heritage. For upwards of a century it 


has held firmly to its tradition of custom quality. 


Yet, King Kid represents more than a tradition... it is 
an eminent reality, lauded and loved by arbiters of 
fashion. In Black Glazed and -Black Satin, it remains 


the recognized standard of the industry. 


PY ig 


AW? 
¥ William AM I I Company 


PHILADELPHIA, PA. + ESTABLISHED 1832 





BLACK SATIN + BLACK GLAZED + COLORED KID «+ LINING KID 
KANGAROO IN BLACK AND COLORS FOR STREET AND ATHLETIC SHOES 
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Manufacturing and Markets 


[CONTINUED FROM PAGE 80] 


chandise on hand, using all-out efforts to clear their stocks, 
they have at the same time continued to use what open-to- 
buy positions they have to avail themselves of the many 
interesting new Fall fashions presented to them by manu- 
facturers. This shows that retailers have not been dis- 
couraged by summer failures in their plans to make Fall 
one of the biggest shoe seasons on record. 

The wide variety of styling is one of the major factors 
in the Fall buying push. There is so much that is “new” 
so much to offer the public and retailers want 
themselves covered in many directions—on the soft theme, 
on the textured look, on the variety of silhouettes that con- 
stitute the wardrobe of shoes. Color too lends scope to 
buying, with henna and blackened greens adding im- 
portantly to the expected round-up of black and brown 
tones, This same principle holds true at men’s and chil- 
dren’s factories where the Continental theme is adding 
up to extra sales in the male category, while dressy types 
supplement the staple orders for children. 

With the increased buying power of the nation’s citizens 
and the maintenance of current shoe prices at retail for 
Fall, manufacturers fee] their current sales marks are 
sound and can be expected to better themselves. 


New York 


Wirn vacations and other distractions out of the way, 


New York shoe manufacturers are back on a steady pro- 
duction basis. They report good business and cutting that 
will take them through September and beyond. 

Their concern at this time is to fill the orders calling for 
immediate delivery—those shoes that retailers have on 
order to take care of the transition period, when consumers 
will be looking for shoes to go with the dark cottons and 
sheers. 

Manufacturers are generally optimistic, Their custom- 
ers are buying more shoes than before. They have specified 
earlier deliveries and, later on this month, the first size-ups 
on the early shoes will most likely begin. 

In women’s shoes, black is the important color. There 
is also a good deal of interest in the various shades of 


brown. One high grade manufacturer reported good ac- 
tivity on black mat calf and the grained leathers. 

Business at the present time is good and manufacturers 
see no reason for any deviation. The leather show next 
week will be the barometer that will indicate industry 
thinking as to the price structure, availability of leather 
and supplies and prospects for business. 


New England 


THE production picture in New England shoe factories 
is spotty and has been since the end of the traditional 


July holiday week. Many women’s manufacturers are 
busy on orders received during June; others report that 
they would welcome a bit more business than they have 
on hand. Much the same is true in the field of men’s shoes 
where continuing activity is confined largely to producers 
of shoes selling at medium and low prices. This condi- 
tion, however, could change quickly for the better as buyers 
have been coming into the market in sizeable numbers 
recently, and road salesmen are in their territories intent 
on booking orders for late Fall and Winter merchandise. 
This is generally regarded as a seasonal lull. No par- 
ticular significance is attached to it since it is a yearly 
occurrence at this time. The outlook for the remainder of 
the year is bright insofar as production is concerned, with 
increases over last year almost certain all along the line 

The New England Shoe and Leather Association esti- 
mates that New England shoe production for the first six 
months of this year will be found to have been about 112,- 
500,000 pairs, equal to 38 per cent of the national output, 
and 16,000,000 pairs above the peak established in 1954. 
Looking to the end of the year. Maxwell Field, executive 
vice-president of the association, points out that if the 
U. S, Department of Commerce forecast of a five per cent 
second-half increase turns out to be true, New England’s 
yearly total will reach 215,315,000 pairs. He adds that this 
government forecast seems “high at the present time,” 
but believes that “even if no increase is allowed for output 
in the second half of this year.”” New England production 
will still reach a new peak of 210,425,000 pairs. 





‘Sell the Kids First’ 
Retailer’s Operating Pitch 


Sepauia, Mo.—Quinn'’s shoe store, which was bought 
and remodeled a year ago by Carl R. Long and Raymond 
McCreary, has found that a definite pitch toward children 
has tripled volume. 

The building was completely 
display windows, shadow boxes along one wall for spot 
displays plus air conditioning. 

It was decided that the greatest need was a complete 
children’s department and so they put in two well-known 
nationally advertised lines and set up the most complete 
stock of children’s shoes in this part of the country, W. D. 
Hawley, manager, said. 

This was promoted in every way possible—window dis- 
plays, interior displays, radio and newspaper advertising. 
Store advertising was devoted to children’s shoes once each 
week. 


remodeled with modern 
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“The best shoe salesman we've got is the hobby horse,” 
Mr. Hawley said, “and whether their elders are buying 
shoes for themselves or the children, the hobby horse gets 
a welcome play. Next in attractions here is the padded 
and raised shoe fitting platform we use to fit shoes for the 
children. They use this for an obstacle course. While it 
results in a little commotion it does sell shoes and brings 
in people with large families because we try to maintain 
the largest stock.” 

Comic books, balloons, candy and other items of interest 
to the small fry, are used periodically to keep up the in- 
terest, according to Mr. Hawley. 

So far volume has more than tripled and selling the 
kids first has resulted in selling many of the parents as 
well, 

The owners, Carl Long and Raymond McCreary, own the 
leased shoe departments in the four Rothchild stores in 
Kansas City. 
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Mears Steel Jacketed Wood Dowel 
Gives New Strength — New Nailing 
° and Repairing Advantages 


Designed primarily to heip overcome one of the 





REDUCE REJECTS 
and Customer Complaints with 
this New Mears Construction 


industry’s most persistent problems . . . toplift 





naling on small-top thin heels at the manufac- 
turing level and again in the shoe repair shop. 
This new Mears construction also has important 
advantages in all heels that require a dowel be- 
cause it provides added strength ... regrading 
flexibility and trouble-free attaching to the shoe. 


FRED W. MEARS 
HEEL COMPANY, INC. 


Generali Offices, Lawrence, Mass. 
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have the confidence to spend it, the 
government says, 

The economists point out that re- 
tail sales in June reached $154 billion, 
a record for the month, and that in- 
staliment credit is also climbing above 
the $31 billion mark. So far, the econ- 
omists are not too worried about the 
credit spree, because of the high earn- 
ings of workers. 

Added up, the fall promises to be 
a time when retailers should make sure 
they have plenty of stock on their 
shelves and boost promotion and adver- 
tising activities. 

7 . + 


Sharp increases in social security 
taxes paid by retailers on themselves 
and on their employes will go into ef- 
fect if Congress approves a measure 
proposed by the House Ways and 
Means Committee. 

The bill, which will be among the 
first under consideration next year if 
it is not acted on this year, would also 
liberalize benefits for widows and chil- 
dren of insured workers, and extend 
coverage of the mandatory retirement 
system to professional persons. 

Under terms of the measure, the 
present 3 per cent tax on the first 
$4200 a self-employed person earns 
each year would rise to 3% per cent 
immediately. In 1960, it would jump 
to 4% per cent; to 5% per cent in 
1965; to 6 per cent in 1970, and to 6% 
per cent in 1975. 


[CONTINUED FROM PAGE 44] 


The 2 per cent tax now paid by both 
the employer and employe, for the em- 
ploye, would jump to 3 per cent imme- 
diately. It would remain at that rate 
until 1965, when it weuld go to 3% per 
cent. In 1970 it would rise to 4 per 
cent each, and to 4% per cent each in 
1975. 





The government can be substan- 
tially improved if up-and-coming 
young executives will lend new 
blood and new skills to the creaky 
civil service system by serving short- 
term appointments. Deputy Attor- 
ney General William P. Rogers is 
pushing this worthwhile proposi- 
tion, and suggests that young men 
and women in business should or- 
ganize a “talent pool” from which 
government could draw top-notch 
executives. He observes that a year 
or two in government service is usu- 
ally mutually advantageous to both 
the young executive as well as to 
the government. 





The Treasury’s hopes for a balanced 
budget in the new fiscal year have 
vanished. 

Only possibilities for substantial cuts 
in the Administration’s $6.24 billion 


budget are foreign aid, military con- 
struction and public works. And Con- 
gress has now shown clearly that it 
will not trim any of these three big 
($7.5 billion) categories this year. 

Senator Byrd, D., Va., points out 
that the new budget could be balanced 
if spending could be held to 1955 levels 
and if Congress would say “no” to re- 
quests for keeping old programs alive. 
But there’s nothing in current Senate 
and House spending plans that suggest 
either party seriously wants to take 
Mr. Byrd’s advice. 


* * on 


The new $1.2 billion money bill for 
the U. S. Department of Commerce 
carries an important $4 million ear- 
marked for winding up the censuses of 
business, manufacturing, and minerals 
industries. Another appropriation of 
about $600,000 may be needed next 
year to finance publishing of the new 
data, it is suggested at the Capitol. In 
addition, the Congress recently voted 
$100,000 for an annual survey of man- 
ufactures, and $500,000 for an ex- 
panded population survey. 

Other appropriations for the Com- 
merce Department include a $2 million 
hike in funds for the Patent Office in 
an attempt to cut down the four-year 
backlog of applications, and a $200,000 
increase in funds for salaries for the 
Bureau of Foreign Commerce to im- 
prove service to businessmen engaged 
in foreign trade. 





Family Stores Offer Advanced Styles 


Cuicaco—The family shoe store need 
not confine itself to conservative and 
middle of the road styles for women. 
That has been proven most successfully 
by Max Berger Shoes with stores in 
two of Chicago’s north side neighbor- 
hood shopping districts. 

Usually, the typical neighborhood 
family shoe store follows a conservative 
pattern when it comes to style. How- 
ever, the Berger stores are offering the 
same advanced styles found in the 
salon type operation. They do so at 
moderate prices on the premise that 
this buying group is just as interested 
in style as those buying more expensive 
shoes. 

All of the women’s shoes are made 
up, especially for the stores. Practically 
all are novelty shoes, although there 
are enough walking and tailored shoes 
to meet the demand. The stores carry 
a wide variety of styles in all sizes and 
widths, Fashion advertisements are 
played up each week. One week there 
may be a pump promotion, the next, 
a sandal; another time it is a color. 
This again, is a departure from the 
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family store method, which usually 
attempts to either advertise middle of 
the road shoes, or to stress a variety. 
This method makes it possible to im- 
press customers with the idea that it 
is possible to buy high fashion shoes 
at a moderate price right in their own 
neighborhood. 

The stores usually have as many as 
ten different styles of pump for a single 
season. This includes both closed toe 
and closed heel, closed heel and open 
toe, and closed toe and open heel styles. 
During the peak of the halter trend 
there were as many as twenty different 
styles in stock. One of the store’s best 
selling suit shoes is stocked in nine 
colors. 

Due to the fact that fashion receives 
so much emphasis, style shoes are 
bought much earlier than in the average 
family store. Purchases run from four 
to six months ahead of the current 
season. Shoes are also brought into 
stock much earlier. Sometimes, with 
advance styles this is done gradually, 
one color at a time in a size run, or 
one style at a time in a size run. This 


convinces customers that the store is 
a style leader. By the time a particular 
style is catching on the stock usuaily is 
at its peak. 

At the same time, however, the family 
type business is not neglected, and this 
has been important to the success of 
the operation. The stores are divided 
into three separate departments, which 
lead easily into one another. Service is 
stressed at all times, and all salesmen 
must also be expert fitters. Each de- 
partment has its own distinctive decor- 
ative scheme. The idea of high quality 
and top fashion merchandise at moder- 
ate prices carries through the entire 
store. 

Two of the Berger stores are oper- 
ated in the method described. The third 
store, which is, in fact, the oldest, is 
35 years old. This store, located on 
Chicago’s west side, carries famous 
name brands at reduced prices, as well 
as a large range of makeup shoes at 
established prices. The store stocks 
shoes ranging from size 2 to 13 and 
includes up to 5 A’s and 4 E’s in a wide 
range of high style and staple shoes. 

This store is open seven days a week 
and draws customers not only from al! 
over Chicago, but from the surrounding 
state’s areas. 
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Path to Progress at Leather Show 


[CONTINUED FROM PAGE 61] 


appeals in leather to dramatize shoes, 
to stimulate consumers into a new 
awareness of variety and diversity in 
footwear. Most important of all, prod- 
uct development in leather has made 
it possible for the shoe industry to 
identify the acceptance of leather as 
real and genuine value with all that 
is new and compelling in fashion. 

The impetus of imaginative promo- 
tion now at work in the shoe business 
will get a further charge of energy 
from the leathers to be exhibited Au- 
gust 9th and 10th by the leading upper 
leather tanners of the country. Once 
again, dozens of new developments will 
provide manufacturers with the am- 
munition they need for continuity in 
promotion, Instead of resting in a 
defensive posture to hold its gains, the 
industry can and must look forward to 
making new gains. 

To manufacturers as well as retail- 
ers an answer is beginning to emerge 
to one of the great questions of the 
postwar era, How can business in con- 
sumers’ goods build dollar volume to 
match operating and overhead costs? 
Traditional industry thinking would 
have uniformly turned to the struggle 
for units as the only means of attain- 
ing a desired level of gross income. 
That is no longer the case. An in- 
creasing number of producers and dis- 
tributors have begun to acknowledge 
the extraordinary possibilities in trad- 
ing up. It has become apparent that 
the purchasing power of the average 
family unit cannot be advanced by 
some 50 per cent without profound 
changes in the kind and character of 
goods wanted by the average consumer. 
A constantly growing section of the 
American market is proving responsive 
to the appeal of higher quality stand- 
ards. The experience of other indus- 
tries is now being duplicated, there- 
fore, in shoes with the discovery of a 
third dimension in consumer demand— 
the quality dimension. 

There are profoundly solid reasons 
for the change in industry thinking 
now becoming manifest. The most sig- 
nificant of these is the sheer fact of 
income resources which has made the 
middle income consumer group the 
largest in the country. It is no longer 
possible to measure the wants and 
needs or the effective demand of this 
group by the criteria which might have 
applied to so-called volume markets in 
the past. The plain implication for 
business is simple. It has become 
necessary to ask how much can sights 
be raised instead of relying on the re- 
current theme of the past with its 
eternal emphasis on dropping quality 
sights for the sake of unit volume. 

Nothing could better illustrate the 
extent of the change in present-day 
merchandising thought than the re- 
ception accorded by key retailers 
throughout the country to the current 
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promotional campaign of Leather In- 
dustries of America. “Be Good To 
Yourself With Leather” has caught 
the imagination of hundreds of retail 
stores. Retail executives see in this 
theme the springboard for store pro- 
motions which embody the appeal of 
leather as a symbol of value and fash- 
ion plus a means of merchandising 
quality goods. The basic reason for the 
success of the program is the recog- 
nition that leather gives the store a 
fusion of proven appeals and dollar 
volume. 

One of the developments to be evi- 
dent at the Leather Show carries spe- 
cial promise for men’s shoes. For the 
first time a single industry promotional! 
color has been developed by commit- 
tees representing manufacturers, re- 
tailers and tanners. “Ivywood” has 
been brought out to give shoes a role 
of leadership and authority in men’s 
styling. A wholly new color, Ivywood 
crystallizes the direction of a new 
trend in men’s apparel. It captures the 
spirit of the transition to lighter tones 
now in the making and pivots the 
searchlight of leadership upon men’s 
shoes. Many tanners will exhibit Ivy- 
wood in a variety of leathers lending 
themselves to the new ‘patterns and 
designs that have been so stimulating 
in men’s footwear. 

The shoe industry is confronted to- 
day with an historic opportunity. 
Everywhere on the American economic 
scene the markets of tomorrow are now 
being shaped and determined by pres- 
ent merchandising policy and thinking. 
Shoes have shown that they can break 
the deadlock of the past, transform the 
indifference of consumers into active 
interest and response. Leather has 
helped vitally in bringing shoes back 
up to the scale of consumer value, The 
Leather Show, as the first major trade 
event of a season, will set the keynote 
for the kind of activity and planning 
which can bring the assurance of profit 
and progress in leather and shoes. 


Tanners Exhibiting 
Spring Leathers at Show 
[CONTINUED FROM PAGE 71] 
Booth 
37 
8A 
63 
108 
82 
30 


106 
66 
95 

105 
24 
52 


Company 

Hebb Leather Co. 
Hecht-American Corp. 
Hiteman Leather Co. 
Hoffmann-Stafford Tanning 
Horween Leather Co. 
Howes Leather Co. 

Amer. Oak Chrome Retan 
Hoyt & Worthen Tanning 
E. Hubschman & Sons 
Irving Tanning Company 
Johnstown Tanning Corp. 
1. M. Kaplan, Inc. 

Kirstein Leather Co. .... 


Korn Leather Co. 

Kroy Tanning Co. ...... 

A. C. Lawrence Leather . . 

G. Levor & Co., Inc. 

J. Lichtman & Sons . 

Lincoln Tanning Corp. 

Loewengart & Company . 

Hermann Loewenstein, Inc. ..... 

Marcus-Forscher & Co. 

Merrimack Leather Co. 

R. Neumann & Co. 

Northwestern Leather Co. 

Ohio Leather Co. 

Overseas Commerce Corp. 

Pfister & Vogel Tanning 

Prime Tanning Co. 

Fred Rueping Leather Co. 

Seal Tanning Co. 

Seton Leather Co. 

Shrut & Asch Leather Co. 

Simon-Sigma Leather Mfg. 

Slattery Bros. Tanning 

Mortimer Sokol, Inc. 

Southern Leather Corp. 

Superior Tanning Co. 

Surpass Leather Co. 

Tan-Art Co., Inc. 

Albert Trostel & Sons 

U. S. Raw Skins Tanners 

United Tanners, Inc. 

Verza Tanning Co. 

Winslow Bros. & Smith 

Richard Young Co. 5 

Ziegel, Eisman & Co. a 
(Div. Goldsmith Leather Co.) 


Spring Trends 
At Allied Show 
[CONTINUED FROM PAGE 58] 


United Last Co. Division of 
United Shoe Machinery Corp. 
United Shoe Ornament Co. 
United Stay Co., Inc. 
Universal Stay Co., Inc. 
Alfred Vamos, Inc. 

Venetta Velvet Corp. 

Venus Art Embroidery Co. 
Vulplex, Inc. 

Wavershoe Trimming Co., Inc. 
Louis Weinberg Associates, Inc. 
E. E. Weller Co. 

Williamsburg Stay Co., Inc. 
Wilner Wood Products Co. 
Windram Mfg. Co. 

Sam Yellin Shoe Styles 
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423 

506 
533-534 
606 

323 

320 

712 

1105 

427 

605 
Moderne 
404 

303 


Newest Buster Brown Unit 


Unveiled in San Antonio 

SAN ANTONIO, TEX.—San Antonio’s 
newest Buster Brown store — John’s 
Buster Brown Shoe Store—was for- 
mally opened in the new Handy-Andy 
Shopping Center. 

Owned and operated by John Zim- 
merman, it has no connection with the 
Zimmerman chain in San Antonio. It 
measures 23 by 56 feet, and is deco- 
rated in several shades of green. 

In addition to Buster Brown shoes 
the new shop will feature Pedwin, 
Glamour Deb, Westport casuals and 
U. S. Kadettes. 
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Review of the Retail Trade 
[CONTINUED FROM PAGE 79] 





whites as well as of left-overs from 
its late Spring stock. This is one of 
the few the city 
which did not mark down prices on 
its Summer casual shoes until late in 
the sales period. 

Richards, on Washington Street at 
Temple Place, has been pushing two 


stores in proper 


lines of casuals, one marked down to 
$4.99 and including straws, fabrics 
and some leather in a wide range of 
and a 
second, practically all sandal types, 
at $2.49, reduced from $3.99 and 
$4.99. Included in better of- 
fered at largely reduced prices were 
whites, tans, black and blue. 

The Stetson Shoe Store on Boylston 
Street good business in 
whites in low heels and wedgie types 
at $7.90, and advertised, $2 
markdown on_ higher shoes 
normally selling above $12. In this 


black, 


colors and even multi-colors; 


shoes 


reported 


also, 
grade 


group were leather pumps in 
blue, tan and red. 

Suburban the 
metropolitan area also have reported | 





stores included in 


good business in whites and_ in 
casuals, prices of the latter of which 
were as early 


was 


not marked down 
the case with 
town stores. They took advantage of 
the fact that heat kept 
away from the city, and stores in 
Wahkham, Wellesley, Needham and 
other nearby residential communities 
are well satisfied with the result. 
Percentage-wise, 
ment stores, at least, have been doing 
a consistently better 
than have those stores in 
Boston. Figures released by the 
Federal Reserve Bank of  Bos- 


ton covering the first five months of 


as 


most 


customers 


suburban depart- 
shoe business 
downtown 


the year show that in women’s shoes 

the downtown 
> of one per cent below the same pe- 
1954, while the 
metropolitan area, which includes all 
major suburbs, showed a gain of 1.9 
per cent. 


stores were six-tenths 


riod in stores in 


*% * a 
What's Wrong with 
Shoe Selling? 
(CONTINUED FROM PAGE 55) 
impossible to find unemployed experi- 


enced shoe people. Of course you might 
be able to steal from your competition, 


of the in- | 





but he may be in worse shape than you 
are so don’t be hard on him. 

The monster, the dragon, must be | 
slain. Let us go to work and use re- | 
verse psychology and sell the profes- | 
sion of becoming a competent shoe | 
salesman to all who will listen to our 
story. [TO BE CONTINUED] | 
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Chicago Store Institutes New 
Casual Shoes Sales Method 


CHICAGO — An outpost shoe depart- 
ment has recently been installed by 
Carson Pirie Scott and Company. The 
new department is located on the fifth 
floor in the midst of the store’s new 
budget sportswear department. 

Inexpensive casuals are featured 
with emphasis on those in the $8.95 
price range. Although there is a wide 
range of styles available, those selected 
are chiefly in keeping with current 


styles in sportswear. 
Thus, it is possible for a customer 
regular 


to select blouse, skirt, slacks, 
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in Dance Footwear 





PRIMA Footwear, Ine. 
705 Ann Street, Columbus 6, Ohio 















or Bermuda shorts and buy a pair of 
shoes which will match all in one small 
area. Shoes were selected to coordinate 
with the season’s current trends and 
bought in cooperation with the sports- 
wear buyer. 

There are large stocks of washable 
casuals, which can be sold “over-the 
counter.”” However, chairs are also pro- 
vided so that customers can be fitted if 
they wish. 

This is believed to be a new phase 
of casual shoe business. The section is 


under supervision of Vernon Singer, 
group manager for all women’s and 
children’s shoes for Carson’s. Mrs. 


Bonnie Baker is buyer of casual shoes 


for 
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A “Dedicated” Shoe Merchant 


By RUEL McDANIEL 


Wien Tom Newkirk opened a second shoe store in 
Houston, Texas, recently, he surprised his closest friends, 
and even himself a little, for he was at the retirement age 
and had made up his mind to delegate most of the duties 
of his original store to his manager. 

“But the more I thought of retirement, the more I re- 
called my 15 years of aching feet while I was on the road 
as a shoe salesman, and I decided it was more fun fitting 
hard-to-fit people with comfortable shoes than anything | 


could conjure up in retirement,” he says. And he opened 


Mr. Newkirk helps a new man with a fitting. He prefers 
to train young men without previous shoe experience. 


his second store at 6618 South Main street, opposite a new 
Shriner Crippled Childrens Hospital. The first 
downtown, at 712 Fannin. Mr. Newkirk divides his time 
between the two stores, but he wryly admits a preference 


store is 


for the new unit because it’s near the children’s hospital, 
where it is handy for him to fit shoes for crippled young- 
asters. 

Mr. Newkirk opened his first store in 1934, after 15 
years of selling for a shoe wholesaler. Because he had 
had so much trouble with his feet, his new store specialized 
in corrective fitting. “My feet haven't hurt since,” he de- 
clares. 

The new store in the heart of a semi-suburban community 
center, looks more like a well-ordered and modernized pre- 
scription drug store than a conventional shoe establishment. 
The first 12 feet inside the store is devoted to comfortable 
fitting facilities, a reception counter and a modest panel 
display of shoes. Not a shoe box or shelf of shoes in sight. 

But the soft chairs, the warmth of the interior finish, the 
rugs on the floor suggest ease and comfort, and they’re what 
the store sells. 

The two stores carry three basic lines of corrective shoes, 
and the new unit stocks a special line of children’s foot- 
wear. Both sell made-to-order shoes and both have shops 
in which shoes may be altered, repaired or even built to fit 
specific demands for comfort. 

Mr. Newkirk promotes his two stores in much the same 
manner as regular shoe establishments are promoted, in 
that he utilizes a modest amount of newspaper and radio 
advertising; but he relies more on direct mail and_per- 
sonal contact than the average store. 

He spends much of his spare time calling on physicians 
and showing them how he is equipped to fit shoes for their 
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patients in accordance with the doctor's prescription. 

“The confidence of doctors is highly important in con- 
ducting a store of this type,’ Mr. Newkirk stresses. “And 
it is not easy to gain this confidence. You've got to know 
vour business in order to convince physicians that they are 
safe in sending their patients to you with their prescrip- 
tions.” 

As much as anything else, Mr. Newkirk’s genuine enthu- 
siasm for corrective and comfortable shoes inspires that 
necessary confidence. To him, fitting hard-to-fit customers 
with comfortable shoes is practically a “mission,” and that 
feeling and enthusiasm naturally gets over to doctors when 
he calls on them to talk about corrective footwear. 

Both stores are represented in a permanent display booth 
at the Medical Center, with adequate display cards and 
shoes to interest the hard-to-fit prospect. It also helps to 
remind doctors on whom Mr. Newkirk has called to rec- 
ommend his stores to their patients. 

Posture molds for deformed feet are a feature of both 
stores and this service also comes in for prominence in the 
Medical Center display. 

Leading from the reception and sales area at the front 
of the new store are two private fitting booths for use of 
women customers who may be wearing braces or other aids 
which they do not wish to expose in the main fitting area. 
Mr. Newkirk declares that these private booths have been 
a definite factor in selling to women. 

Each Newkirk store has two mechanics on duty, with the 
necessary equipment for each to turn out his work properly 
and quickly. One does inlay work and similar repairs and 
remodelling, while the other is the repairer and builds 
custom-made corrective footwear. 

Both are in the open after the customer walks through the 
passageway from the reception and fitting area to the regu- 
Jar stockroom. Customers are encouraged to watch the 
mechanics work and to ask questions. “These machines 
and the capable men operating them are excellent salesmen 
for corrective shoes,” Mr. Newkirk declares. 

For the convenience of women customers particularly, the 
new store has a drive-in window in the rear, reached by a 
wide alley. Customers may drive up to the window, sound 
the car horn and the mechanic, working only a few feet 
away, goes to the window and serves them, or calls a sales- 
man if necessary. 

“Our biggest problem in operating stores of this type,” 
Mr. Newkirk points out, “is obtaining qualified shoe sales- 
men. We have tried various methods and have found that 
the most satisfactory way to meet the problem is to hire 
voung men with little or no shoe experience and train them 
to sell the way we want shoes sold.” 

The usual procedure is to instruct the new salesman to 
study the stock, become familiar with the store, the work 
of the two mechanics and the concern’s general policy, and 
to watch Mr. Newkirk and the other experienced salesmen 
when they measure customers’ feet and fit shoes for them. 

After the new man has done this from two weeks to a 
month, he is ready to wait on customers himself. Then for 
the next two or three weeks, Mr. Newkirk or a seasoned 
salesman, stands by and watches and listens, helping the 
new man when help is needed and correcting him (out of 
hearing of the customer) when correction is necessary. 

“A seasoned shoe salesman doesn’t work out with us,” 
Mr. Newkirk says sadly. “They’re too set in their own 
methods of selling.” 
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Shoes in the News 
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Fortune Shoe Company, a division of General Shoe Corpora- 
tion, has contracted for the importation of a quantity of Italian 
men’s shoes, according to John Ezzell, general sales manager. 
Three designs, the Tritoni, the Condotti and the Frattini, 
shown here, are the starring patterns covering a variety of 
lasts. Approximate retail price is $14.95. Predominately in 
blacks, the shoes feature shrunken calf, hand-sewn stitching 
and casual lines with constructions emphasizing comfort and 
lightness. Heavy promotion is planned. 


* Kw + 


Buyers of children’s footwear who are looking for an 
extra volume and traffic-pulling item have shown interest in 
a new “totes” product which has been brought out this 
season by the So-Lo Marx Rubber Company, Loveland, 
Ohio. The new Cowboy Boot “totes” are designed to make 


the wearing of rubbers a pleasure for children and to make 


The new “totes” are of rug 
ged cowboy design and are 


made of tough pure latex 
rubber. In red and black 
with three sizes for chil- 


dren’s shoes five to two. 





it easier for mothers to get their children to protect thei 
feet in bad weather. They fold small enough to be tucked 
into a pocket or school bag and are so light they will not 
tire children’s feet, but they will keep shoes dry in snow 
or rain. They stretch so that even toddlers can pull them 
on without help. 





“Car Tones” and car designs have been the inspirations for 

these two original flat heel shoes. Following the long, lou 

lines and the two-color treatments of smart automobile de- 

signs, these shoes have been named for two popular 1955 car 

models, Above: Holiday (Oldsmobile). Below: Victoria 

(Ford). Both shoes designed by Nathan Steinbock and made 
by Kickerinos. 
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embraceable 


SKIMMERS 
to retail at about 4.95 
with full mark-up! 


LAeCOeNIeANS new lower pricing policy gives you a guar 





anteed winner, to compete with and beat competition this 
Fall 
clinging elastic collars; over-all prettiness make these 
NEW LAeCOeNIeANS “for debs” 


new Skimmers! 


Smart continental styling; neat, 
guaranteed 

irresistible! Show them off — and watch new 
Skimmers by LacCOeNIeANS become your 


natural biggest Fall money-makers! 





See new Skimmers in Lae COe Nie ANS new Fall. 


Winter '55 catalog. Write now for your « opy! 





LACONIA SHOE CO., INC., Laconia, New Hampshire, Phone ~LACONIA 10 
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GOODYEAR 


WELTS FOR BOYS 


over 40 styles 
IN-STOCK 
for immediate 


delivery 


#78752 


Sell them at a dollar more retail (in other words, $6.95 and $7.95), and you’re still selling the best Boys’ 
Buy in America... THAT’S WHY MOST OF OUR RETAILERS ARE WORKING AT A 50% MARK- 
UP... Compare our $5.95 shoes with other brands retailing at $6.95 to $8.95 ... And compare our 
$6.95 retailers with shoes selling at $7.95 to $11.95 ... If we’re talking VALUE (and we are), we 
repeat that there is nothing in their class . .. Dollar for dollar, it is a value that stands alone. 


ROYAL CADET Division of CHRIS LAGANAS SHOE COMPANY, Lowell, Massachusetts 


Leather Color Guide for 
Spring and Summer, 1956 
[CONTINUED FROM PAGE 63] 
MEN’S LEATHER COLORS 
IVYWOOD 


the first Men’s Color to be promoted by the entire tan- 


A pioneer color in shoe leather. It is 


ning industry. It is an olive-toned brown, cool and light 
in value and its neutral quality integrates it unusually 
well with the new Spring and Summer fabrics. It is new 
and different from any other color in the Basic Color 
Group, and it is a color that is needed for good fashion 
development. It is beautiful in smooth leathers and 
equally attractive in grained leathers. It is primarily a 
town color for the well dressed Ivy League look. 

TAWNY—-A light color for leisure and country and 
holiday wear. It is the natural leather tone that the 
Italian bootmakers have always liked and lately made 
excellert volume. It is a brassy color with an olive 
undertone, and it is specially suited for soft tanned 
leathers and soft finishes, and is used without polish or 
stain of any kind. It is best for casuals and soft con- 
structions. 

WHEAT—As basic as a field of standing grain, and 
has the same soft pale brown tone of the ripened heads 
heavy with the staff of life. It was developed for napped 
leathers, in soft tannages, but is a color that can be well 
handled in other leathers and finishes. It is for rough 
and ready suburban wear, and for leisure and vacation 
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times. It is suntan color and can and does look right 
with summer colors. 

MAPLE—A light tan, a true leather color for casual 
style use. It is very like New England maple wood that 
has been lovingly polished with bees wax. It is specially 
good in grained leathers, where the varieties of tones 
give an interest to the surface. 

ADOBE—A warm earth color, developed for glove 
tanned leathers and popular in sports and leisure styles. 
It is well named and has that special tone that sings of 
the wide spaces of the Southwest, and the redskinned 
warriors who tanned their deerskin moccasins in this 
same earth color. 

AMBER—A glowing strong tan in tune with the high 
color demand. It is specially popular in the South, is 
more glowing and gleaming than almost any of the other 
colors, and polishes to a true amber color. 

BRITISH TAN 
always in demand. It is at its best in fine calf, and in 
smooth kip and side leather. 

CORONA BROWN—A volume brown, a real man’s 


color, as basic as tobacco, as welcome as a good cigar. 


-The classic tan, tried and true and 


It is in perfect leaf in calfskin and side leather. 
HAVANA BROWN—A volume color with a special 
flat timbre. It is excellent style and is increasing in its 
fashion qualifications, where its slightly golden cast 
makes it a most important brown in smooth leathers. 
TEAK—A dimensional brown for grained leathers, 
two-toned in its hills and valleys, with a lighter base 
and a darker top graining. It is an interesting com- 
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SIZES 2'2 to G, TO RETAIL AT 


BOYS’ SIZES 6 to 11 
TO RETAIL AT $6.95 








all shoes 
GOODYEAR 
WELTS 


#78731 


#T8881 


® Full-leather innersoles 
© Finest composition Oak outersoles 
© Analine-type leather uppers 





® Proven lasts of unexcelled FIT 
© Workmanship rare at this price 
© Wrap-up styles, walk-out sales 


IN-STOCK FOR IMMEDIATE DELIVERY 


ROYAL CADET Division of CHRIS LAGANAS SHOE COMPANY, Lowell, Massachusetts 


bination of British Tan and Havana Brown and is a 
color of many uses. It is increasing. 

BEAVER—A medium dark brown, a good all-around 
color for many uses. It is in good demand in side 
leathers. 

VINTAGE 


rich, warm tone with a lively cast. 


A classic, top notch volume color. It is a 
It is right for 
moccasin types and was developed primarily for side 
and kips. 
AMERICAN 


color 


BURGUNDY—The 


a fashion favorite developed for fine aniline 


classic Cordovan 
calfskin. It is the dark, deep red of the traditional cor- 
dovan of the Marine Corps. Fashion wise it is an im- 
portant part of color coordination because it goes so 
well with blues, grays or brown—looks right day or 
night and wears into a soft, rich, gleaming tone. 

CORDEAU — The tone slightly 
deeper than American Burgundy and popular in side 
leathers. 

BURNT BROWN 


Brown. 


classic cordovan 


The new grained version of Char- 
It is darker than Coffee Bean and its 
rippling surface adds life and interest to the dark color. 

COFFEE BEAN—The slightly lighter version of 
Charcoal Brown, most useful for trims and combina- 
tions and to wear with Charcoal tones. For Summer 
it is indicated in light weight leathers and light con- 
structions, 


coal 


WHITE—Gaining in fashion use for resorts and in 
general Summer wear. Its appeal in all-over white, as 
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well as in combinations, grew strongly this year and 
promises to increase. 
BLACK 


had a sizable increase in boys’ shoes. It is worn from 


Fashion color for men’s footwear and has 
early morning through the night .. . in offices, on the 


street, at home and at work for weddings and 
parties and dancing. It is basic, it is volume and every 
man has one or more pairs... a walking shoe, profes 
sional shoe, loafer and dancing pump are all part of 


this volume. 


SHOE ENOUGH 
By Bess Ritter 


Brcat SE Count Fulk of Anjou, who lived in the Lllth 
Century, had large corns and bunions, an absurd fashion 
for more than 200 years became common 
The started it by 
to conceal the excrescences in shoes that had extremely 
I his 
fully pleased light minded persons and lovers of novelty” 
But 


which lasted 


throughout Europe. Count attempting 


long toes which tapered off to sharp tips. “wonder 
so much that the footwear was imitated everywhere. 
this was only the beginning. 


A few years later, a young fellow named Robert, who 
was a courtier in William II’s attendance, introduced the 
practice of stuffing the long points with tow. They were 
twisted and turned upward like rams’ horns, and the ab 
surd fashion was speedily adopted, as a proud distine- 
tion, by a surprisingly large number of the nobility itself. 
They had ideas of their own while they were at it, and 
shoes, with scorpions’ tails, serpents’ tails and fish tails 
which twisted heavenward became an everyday sight. 
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Your Customers Will 

». DIG DOWN DEEP 
<<< For These 3 Popular 
Scott Foot Favorites! 


MORE PROFITS FOR YOU! 


ssSotf{s** = seseeeeeeanaes 


HOSE 
SAVERS 


This popular item opens a vast ladies market for you. Scott's Hose Savers hug the 


heel and prevent undue wear and strain. 
suedette or sponge rubber 


Always stay in place. 


Available in leather, 


e=aSofttsssssesesseseseass 


HEEL 
BARS 


Here's the remedy for a common difficult 


hee! straps with an extra-strong adhesive 
of the heel 


L Hee! 
jacking . . 


Bors fit on the underside of the 
. prevents wear and irritation 


=s=Coftfs** 2s eeeseeeeeeees 


HEEL 
LINERS 


A prompt and inexpensive cure for heel slip and worn heel linings. 


Our own adapt- 


able design, made of long-wearing leather or of a special suedette 
All Hose Savers, Heel Liners and Heel Bars feature Scott's perfected 


Adhesive especially developed for maximum adhesion without danger 
of slippage when correctly installed. 


SCOTT 


FOOT APPLIANCE CO. 
1701 WEBSTER ST. © OMAHA, NEBR 
= = 


Heintzelman Opens Store 


FALCONER, N, Y.—A two-tone green 
color scheme features the interior of 
the newly opened George’s Shoes at 11 
East Main Street. Floor coverings are 
in green while fixtures are in walnut. 
George W. Heintzelman is proprietor. 

One large display window extends 
across the front of the building to the 
right hand entrance. A large sign, 
“George's Shoes,” is spotted over the 
window. 

The family type shoe store features 
nationally advertised brands, hosiery 
and accessories. Mr. Heintzelman has 
been engaged in the shce business in 
this area for the past 20 years. 
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Write for prices 
and our complete 
catalog. 


- 


Leed’s Shoe Store Obtains 
Burt’s Shoe Store Franchise 


SANTA ANA, CALIF.—Leed’s Shoe 
Store, at Fourth and Main Streets, 
here, has taken over the merchandising 
franchise of shoe brands carried by 
Burt’s Shoe Store, 211 East Fourth. 

The switch comes as the result of loss 
of the lease by Burt’s, according to 
Fran Evans, Leed’s manager. 

James Masterson, manager at Burt’s, 
will become assistant manager of Leed’s 
Shoe Store. He has had 12 years’ ex- 
perience in the retail shoe business and 
has been manager at Burt’s for the past 
two years, 





Condon Sees Elegance 
In Shoes and Apparel 


CHARLESTON, S. C.—The age of ele- 
gance, with formal dinner gowns of 
rich fabrics and many sequins or bril- 
liants, is about to make a comeback, if 
it hasn’t already reappeared. That is 
the judgment of Matthew A. Condon, 
well known Charleston merchant, who 
follows style trends in shoes and ap- 
parel very closely, and who recently 
returned from a vacation in New York 
and Bermuda. 

The dinner and dance gowns, espe- 
cially in Bermuda, show a glittering 
elegant season—both in short and long 
gowns and in many beautiful colors 
both dark and pastels, and they will re- 
place the more casual look of the cock- 
tail and ballerina length evening dress. 

Ceil Chapman of New York is show- 
ing the “Castle Walk,” possibly named 
after the elegant Castle Harbour Hotel, 
is a modified and more graceful, easier 
version of the hobble-skirt which was 
featured on the cover page of several 
trade fashion magazines. 

It follows the return to the slim 
skirt and slim silhouette generally 
which is becoming increasingly impor- 
tant. The skirt, Mr. Condon noted, is 
shorter in front, dips low in the back, 
and although slim, allows for graceful, 
easy walking. He summed up the “new 
look” in skirt length with the descrip- 
tion it is “too short to be long, and too 
long to be short.” 

Brilliant, vibrant colors show off the 
rich fabrics, the favorites being a very 
deep rose and wedding ring gold. A 
rich green, almost emerald, is also 
popular, with an amethyst color a run- 
ner up. 

Mr. Condon was particularly fond of 
the hibiscus shade and the oleander col- 
ors and they will certainly be repro- 
duced in dresses for early Fall. 

In footwear for these occasions much 
fabrics to match and to contrast as well 
as the silken glaze leathers are being 
worn with nude or nearly nude designs 
with dainty thin straps and very, very 
extreme slender, high heels. All this 
adds up to prosperity and fashion busi- 
ness will be “better than ever,” in the 
words of Matthew Condon. 


Block’s Names Supervisor 


SEATTLE—Sam Zarkin, has been ap- 
pointed district supervisor in the north- 
ern and central Washington region 
for Block’s Shoe Stores, Inc., it was 
announced by Robert J. Block, director. 

Mr. Zarkin has been with Block’s 
since 1941. 


Correction 


In the Ephrata Shoe Company ad- 
vertisement, page 107, Boor AND SHOE 
Recorper, July 15th, the widths of 
styles 14115 and 14123 were incorrectly 
listed. These styles are made in sizes 
12%-4 and in widths from B to E. 
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RECORDER Names Rossi 
As Field Editor 


William A. Rossi, former editor of 
the magazine Leather and Shoes, has 
joined the staff of Boor AND SHOE RE- 
CORDER, effective August 1, to write spe- 
cial news reports and feature articles, 
and to work with other members of the 
staff in reporting important conven- 
tions, shoe shows and trade meetings. 
He has the title of field editor. 





WILLIAM A. ROSSI 


For the past 10 years Mr. Rossi has 
directed the editorial program of 
Leather and Shoes, and has also served 
as assistant publisher and vice-presi- 
dent. He is familiar with all phases of 
the industry, both manufacturing and 
retailing, and has an intimate knowl- 
edge of footwear from both the tech- 
nica] and distribution angles. 

Mr. Rossi was raised in retail shoe 
business, his father having owned and 
operated a family shoe store for 54 
years. He started fitting and selling 
shoes at the age of 10 years. 

Graduated from the College of Podi- 
atry with the degree of D.S.P. (Doctor 
of Surgical Podiatry), he operated in 
private practice as a foot doctor for 
several years. During that time he 
also served as an instructor in podiatry 
schools and foot clinics. He supervised 
numerous foot examination surveys 
among schoo! children, industrial work- 
ers, military personnel, ete. 

In 1941 he was appointed by the 
government to conduct a special re- 
search project involving a foot measure- 
ment survey, the findings to be applied 
to lasts and footwear. This project was 
based on original research work done 
by Rossi involving a new system of 
shoe and last design. In early 1942, he 


enlisted in the U. S. Navy, serving 
three and a half years. He joined 
Leather and Shoes magazine in late 
1945. 


Mr. Rossi is author of many feature 
articles for consumer and trade maga- 
zines, dealing with feet, footwear and 
shoe business. These include a series 
of articles on shoe fitting published 
some years ago in Boot AND SHOE RE- 
CORDER. He is also the author of three 
books: “The Correct Shoe Manual”; 
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“Podometrics—A New Approach To 
Shoes, Lasts and Feet”; and “Your 
Feet” (due for publication this Fall). 

Mr. Rossi also finds time to serve as 
director of publicity for the National 
Shoe Fair, and he directs a portion of 
the publicity for the National Shoe 
Institute’s “New In Shoes” program. 
He has frequently addressed industry 
groups throughout the United States 
and Canada. As a trained observer of 
shoe industry conditions he will bring 
to RECORDER readers a fresh and keenly 
analytical viewpoint which has long 
been reflected in his writing and re- 
porting. 


Supermarket Adds Footwear 


LINCOLN, Nes.—Hinky-Dinky Super- 
market, 26th and “O” Sts., a unit of 
the American Stores Company chain 
with headquarters in Omaha, has in- 
stalled a footwear section as a self- 
service operation. Featured will be 
San-Tex moccasins for women and 
misses at 79 cents a pair. The mocca- 
sins have been stocked in a selection of 
10 colors and sizes 4 through 9. 

The moccasins would regularly sell 
at $1.58 a pair, according to Raymond 
Becker, manager. 





GLOVETTE 





Aeme Presents | 
Leathers of Distinction _ 
PRODUCED FOR AMERICA’S FINEST FOOTWEAR 


MEL-O-NAP “Shaggy-ruff” glove leathers | 


MEL-O-TAN “Full grain drum-dyed glove and 
softee” and corrected pigment 


“New lightweight” full drum dyed 


MEL-O-CRUSH Shrunken grain glove leathers 


New MEL-O-PRINT Sensational glove tannage 


in combination colors, patterns and designs 


New \korky-Giove 


{Also BAG and BELT LEATHERS) 


© Send for Sample Swatches 


ALL LEATHERS « BENDS « CROPS and SIDES 
at Booth No. 76, Waldorf-Astoria 
BOSTON OFFICE 105 SOUTH STREET 


tleane LEATHER COMPARY, Inc. 


139 LYNNFIELD ST., 


glove leathers 


“Textured embossed" 
soft dry finish 


PEABODY, MASS. 
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When 


NATURE'S 
intention 1s 
that 
in fant 


feet be 






correctness the necessity of 
FLEX/BILITY 


in baby’s first 
hard sole shoes 


Because the bone structure of little feet is only partially « | 











Nothing, but Nothing exceeds in 





formed when baby takes his first steps flexibility must be Se 
provided in the shoes he wears, FLEXIBILITY has always Style No. 441 
been stressed in IDEAL BABY SHOES. Ideal pioneered in White Elk, Moccasin Type 
the correct scientific modeling of infant shoes to first provide Laced Boot. Medium and 
the four basic groups of baby footwear suitable for each of wide widths — sizes 3 to 8. 
the early stages of foot growth... CRIB, SOFT SOLE, INTER- 
MEDIATE and Flexible Hard Sole Walking Shoes. Indeed 
FLEXIBILITY is a paramount 
reason why MORE MOTHERS 
PREFER and TRUST Mrs. 
Day’s IDEAL BABY SHOES... 
have for over 50 years. Order 
full stocks today... it is the 
key to volume baby shoe sales. 


1 MRS. pays deal BABY SHOE CO., INC. 


DANVERS, MASSACHUSETTS 
679 MERCHANDISE MART 












7; WEST 35TH STREET 1070 MERCHANDISE MART 















Murphy Vice-President 
Of Werner Shoe Company 


San FRancisco— The election of 
J. J. Murphy as vice-president of the 
Frank Werner Shoe Company was an- 


nounced by W. H. Moody, company 
president, 
Mr. Murphy, who has been gen- 


eral manager of the Werner bay area 
stores for the past year, is a veteran 
of 29 years with the Frank Werner 
organization. He is considered one of 
the outstanding authorities on women’s 
shoe fashions in the West. 

At the same time, R. B. Watson, 
formerly controller of Saks, Fifth 
Avenue, San Francisco, has joined 


% 
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Moody also announced. 
Mr. Watson, prior to his association 
with Saks, was with the Emporium 
for more than ten years. 

Elliot B. Siegel continues as buyer 
of moderately priced women’s shoes, 
with Cyril Garcia in charge of higher- 
priced fashion shoes. Rosemary Meyer 
is fashion coordinator and accessory 
buyer for all Frank Werner stores. 


Werner’s, Mr. 





Kelly-Caddell Store Opens 


FRESNO, CALIF.—The Kelly-Caddell 
Family Shoe Store was opened July 1 
in a new building at Cedar and Shields 
Avenues in Fresno. 


‘Record Book’ Stimulates 
Farm Retail Shoe Sales 


DOTHAN, ALA. — Offering thousands 
of farmers in the surrounding rural 
districts a free “farm record book” 
via direct mail has sharply accelerated 
work shoe sales in the men’s shoe de- 

















partment of Blumberg’s Department . 
Store here, reports Herman Blumberg, 
store head. 

The record books provided by a 
manufacturer, are 60-page printed . 


blank books which provides for com- 
plete records keeping on the average 
farm, including such factors as seed 
costs, crop sales, egg production, milk 
gallonage, taxes, operating costs, etc. 
They are particularly appealing to most 
Alabama cotton growers and peanut 
farmers due to the fact that recently 
passed state legislation calls for much 
more detailed records-keeping than in 
past years, according to Mr. Blumberg. 

Noting the extreme popularity of 
the free records books with the first 
100 or so farmers who received them, 
Mr. Blumberg decided to offer them via 
direct mail. Consequently, a compre- 
hensive list of all farmers in the area 
was obtained from the county agricul- 
tura] department and a simple mimeo- 
graphed post card sent out inviting any 
and all farmers to visit Blumberg’s 
men’s shoe department, and to ask for 
the record books offered without 
charge. At the same time, the inven- 
tory of men’s work shoes, including 
heavy soled work brogans, boots, dairy 
workers types, ete., was increased. 

Results have been excellent from the 
outset, according to Mr. Blumberg. 
Particularly significant was the fact 
that the records book offer brought in 
hundreds of farmers who had never 
been customers of the store before and 
who had heretofore been accustomed to 
buying their work shoes from mail 
order catalogues or from country gen- 
eral stores. Likewise important was 
the fact that the Alabama shoe retailer 
found that his farm customers almost 
without exception preferred to buy bet- 
ter price, top quality work shoes for 
the better satisfaction invariably ob- 
tained. 





















































New Parking Plan Jumps 
Sale of Western Footwear . 


CHEYENNE, Wy0.— Downtown shoe 
stores have unanimously endorsed a 
new plan effected by Mayor Val Chris- 
tensen to set aside parking space in 
the central shopping area exclusively 
for tourists. Three shoe stores re- 
ported a noticeable increase already iv 
tourist buying of Western-styled foot 
wear, with the out-of-town shopper 
remarking favorably about the parking 
facility. 

Twenty-four reserved parking stalls 
were set aside for tourists on Sixteenth 
Street. Results have been so satisfac- 
tory that establishment of similar tour- 
ist parking now is planned in the busi- 
ness district. 
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SHO EY, 


RECORDER REVIEW OF CURRENT HAPPENINGS IN THE SHOE TRADE 


IS Launches Study of Service Techniques 





Part of Independent Shoemen's delegation studying trade association procedures 
in Joliet, lll., are, left to right, Jack Hart, Wolverine Shoe and Tanning Corpora- 
tion; Sam Sullivan, president of 1S; Larry Geuder, Holland-Racine Shoe Company, 
and Jack DeWitt, J. R. DeWitt, Inc., Chicago, shown here listening to Foster Lee, 
membership manager of the American Institute of Laundering discuss how a service 
organization keeps members informed through the mails. 


JOLIET, ILL.— The entire executive 
staff of Independent Shoemen met here 
in a three-day round of shirt-sleeve 
sessions to make an on-the-spot study 
of the multitude of services and dealer 
aids provided by the American Insti- 
tute of Laundering to the laundry com- 
panies of America, with the idea of 
adapting these procedures to its own 
organization. 

The Institute is considered by inde- 
pendent Shoemen to be one of the fin- 
est trade associations of its kind in 
the country. The study implemented 
one of the service projects outlined by 
Independent Shoemen at a _ regional 
conference in Philadelphia several 
months ago. The membership of AIL 
reputedly covers 60 per cent of laundry 
owners and 80 per cent of al! those en- 
gaged in laundry production. 

Members of the IS committee who 
attended the meeting were Sam Sul- 
livan, Laredo, Tex., president of IS; 
Ben Finn, Philadelphia, executive di- 
rector; Ray Shannon and Lester Hafe- 
meister, Weyenberg Shoe Manufactur- 
ing Company, Milwaukee; John T. 
Hart, Wolverine Shoe and Tanning 
Corporation, Rockford, Mich.; Larry 
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Geuder, Holland-Racine Shoe Com 
pany, Holland, Mich., and J. R. DeWitt, 
Chicago shoe retailer of J. R. DeWitt, 
Inc. 


The committee also made plans for 


a meeting of Chicago area shoe re- 
tailers to be held October 21 at the 
Sheraton Hotel, with the annual IS 
meeting scheduled for that city Octo- 
ber 23 and 24, 

The IS delegation delved into the 
functions of a trade association, activi- 
ties designed to spread its influence and 
attract and hold members, trade asso- 
ciation publicity and public relations, 


maintenance, education, exhibit and 
office procedures and methods and 
other related matters. 

Albert Johnson, executive head of 


AIL expedited the project for the visit- 
ing delegation and explained how his 
organization works with its members 
and prospects. Mr. Johnson also had 
on hand representatives from AIL ad- 
vertising, promotion and display fields 
for a discussion of problems likely to 
arise with the conversion of AIL meth- 
ods to the organizational plan proj- 
ected by IS. 

[TURN TO PAGE 101, PLEASE] 






































































Heat Fails to Dim Spirited 
Buying at Baltimore Show 


BALTIMORE — Despite oppressive 
humidity, approximately 300 retailers 
from the Middle Atlantic States area, 
and more specifically, from Maryland, 
Virginia, Delaware, Pennsylvania, New 
York and North Carolina, visited the 
Baltimore Shoe Show, held July 10-12 
at the Lord Baltimore Hotel. Spirited 
buying was the rule, 

Joint sponsors of the 
Baltimore Shoe Club and the Shoe 
Travelers Association of Baltimore, 
were pleased with what was termed a 
“definite volume turnover.” Spokesmen 
said buying compared favorably with 
that of last year’s show and shows of 
previous years. They noted that 90 
per cent of sales were scheduled for 
immediate delivery, with less than 10 
per cent earmarked for September ship- 
ment, 

The general retail price range in 
women’s lines was from $6.95 to $14.95, 
including dress shoes of black suede, 
the open shoe sandal types and sandal 


show, the 


pumps, emphasized for Fall wear. 
Vinylite shoes with glass heels and 
suede shoes with vinylite combina 


tions were also promoted, as were con 


ventional opera pumps in suede and 
all leathers with open and closed 
looks. 

High style standouts at the show 


were see-through footwear, combining 
vinyl plastic for the front and a clear, 
glass-like plastic for the towering heels. 
Other fancy heels were also in the shoe 
fashion foreground together with spar 
kling rhinestones, sequing and other 
glitterings for dress-up shoes. Bare- 
back shoes were guaranteed not to flap 
because of a tricky arrangement under 
the arch, 

Blonde wood and a plastic substance 
with the look of gray pearl were also 
used extensively in the high style shoes 
on view. 

Walking shoes had a down-to-earth 
look. One line had an interesting de 
sign combining real rubber with suede 
to add a smart comfort touch. These 
shoes featured a rubber strip, available 
in a variety of colors, ringing the suede 
walker and acting both as a bumper 
and shock absorber. The rubber binding 
contrasts with the suede which was also 
trimmed with contrasting stitching. 

Other shoes, still in full pursuit of 
the comfort angle, featured a variety 


[TURN TO PAGE 101, PLEASE] 
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Gimmick Draws Traffic at Store Opening 


The photo shows part of the heavy traffic enjoyed by Patrick's Shoes, newly- 
opened in a Denver shopping center. A series of promotions helped swell the 
crowd on opening day. 


Denven—*“Secret size” shoes were a 
unique feature which attracted a heavy 
crowd to the recent opening of the new 
Patrick’s Shoes store here. 

Located in the smart new Cherry 
Creek Shopping Center, a $25,000,000 
development in midtown Denver, the 
store is owned by William Patrick, 
veteran shoe retailer who operates a 
store of similar size in the suburb of 
Englewood. 

Built in the center of an arcade-like 
string of shops in the shopping center, 
the new Patrick’s Shoes has “two 
fronts” one at either end, with duplicate 
display windows, entrances and con- 
venient parking space on either side of 
the building. 

With personnel of four, the Patrick’s 
store offers sharply separated men’s, 
women’s and children’s shoe depart- 
ments with plang to concentrate in the 
juvenile field. Designed on an “open” 
basis, the store features upper walls of 
light green pastel, and extended canopy 
over 12 tiers of stock shelving on either 
wall in smoky gray combed plywood, 
and pastel green stock shelving. Multi- 
colored pastel benches and comfortable 
arm chairs are provided for fitting, and 
the store can accommodate 60 customers 
simultaneously. 

A special-interest feature which has 
attracted many children is a brightly 
plumed parrot, suspended in a cage 
which pierces through a cylindrical-pole 
divider which separates the children’s 


shoe department from the women’s 
section. 
For the grand opening, William 


Thomas, manager, offered prizes of a 
bicycle, an electric shaver and an elec- 
tric mixer. 

The “gimmick” which drew intense 
interest was a display of 26 pairs of 
“secret size” shoes. Size identification 


was taped out of the men’s and women’s 
shoes shown and a sign above the dis- 
play invited visitors to the store to “try 
their luck”—slipping the shoes on until 
If the 


they found one which fitted. 


98 


customer’s shoe size was the same as 
any pair in the display, he was entitled 
to take them home. It required only 
three days to give the 26 pairs away, 
even though there were some highly 
unusual sizes involved. 

The new store, benefitting by one of 
the most heavily trafficked shopping 
sections of the city, will maintain a 
complete size record of every shoe sale, 
and a birthday club for youngsters. 


Edison Plans 17 New Stores 
To Open Later on This Year 


Sr. Louis — Officials of Edison 
Brothers Stores, Inc., have announced 
they will open a total of 17 new stores 
between August 1 and December 1, 
bringing their total number of stores 
up from 259 to 276. 

In revealing the locations for 14 of 
the 17 new stores, it is noted that all 
four divisions—Burt’s, Baker’s, Leed’s 


and Chandler’s — are’ represented. 
Among these will be four additional 
stores in the St. Louis area, two in 


the Famous-Barr Company’s soon-to- 
be-opened Northland Shopping Center 
in Jennings, one in the Forsyth Shop- 
ping Center in Clayton, and one in the 
new Stix, Baer & Fuller Department 
Store’s Westroads Shopping Center in 
Richmond Heights. 

The additional 10 locations revealed 
in the announcement include the Sugar 
House Shopping Center, Salt Lake 
City; 4127 Center Street, Omaha; 
Southgate Plaza, Fort Wayne; A. Har- 
ris Department Store, Oak Cliff Shop- 
ping Center, Dallas; 147 Monroe Ave- 
nue, Grand Rapids; 1 East Main 
Street, Alhambra, Calif.; Bon Marche 
Department Store’s Northgate Shop- 
ping Center, Seattle; Macy’s Depart- 
ment Store, Hillsdale Shopping Cen- 
ter, San Mateo, Calif.; 10 West 
Mifflin Street, Madison, Wis., and 1056 
Fort Street, Honolulu, Hawaii. 



















Dates to Remember 


Allied Shoe Products and Style Exhibit, 
Hote! Belmont Piaza, ivew Tork 
Aug. 7, «6, 9, 10, 
Second Annual Merchanaising Clinic, 
Gold Suite, Savoy Plaza Hotel, New 
York a Aug. 8, 
Leather Show, Tanners’ Council of 
America, Waldorf-Astoria Hotel, New 
York roe Aug. 9, 10, 
Semi-annual Spring Style Conference, 
National Shoe Retailers Association, 
Hotel Plaza, New York Aug. 10, 
Annual Golf Tournament, New England 
Shoe Foremen and Superintendents, 
Merrimack Country Club, Methuen, 
Mass. Aug. 13, 
Golf Tournament and Outing, St. Louis 
Chapter, 210 Associates, Norwood 
Hills Country Club Aug. 16, 
Shoe Show, Shoe Travelers’ Association 
of Chicago, Morrison Hotel 
Aug. 21-24, 
Shoe Show, Michigan Shoe Travelers 
Club, Hotel Statler, Detroit 
Sept. 11, 12, 13, 
Advance Spring Market Week, New En- 
gland Shoe and Leather Association, 
Statler and Touraine Hotels, Boston 
Oct. 2, 3, 4, 5, 6, 
Canadian Shoe and Leather Fair, Shera- 
ton-Mount Royal Hotel, Montreal 
Oct. 9, 10, HI, 12, 
Annual Convention, Independent Shoe- 
men, Sheraton Hotel, Chicago 
Oct. 23, 24, 
National Shoe Fair, Chicago 
Oct. 24, 25, 26, 27, 
Tri-State Shoe Travelers 
Association, Statler Hotel, Buffalo, 
N. Y. Nov. 6, 7, 
Annual Spring Shoe Show, Indiana Shoe 
Travelers Association, Inc., Hotel 
Claypool, Indianapolis. Nov. 6, 7, 8, 
Spring Shoe Show, Southeastern Shoe 
Travelers, Hotels Henry Grady, Dink- 
ler, Peachtree and Piedmont, Atlanta 
Nov. 6. 7, 8, 9, 
Spring Shoe Show, The Southwestern 
Shoe Travelers Association, Southland 
Hotel, Dallas Nov. 6. 7, 8, 9, 
Spring Shoe Show, Pennsvivenin Shoe 
Travelers Association, Hotel William 
Penn. Pittsburagh. Nov. 12, 13, 14. 15. 
Shoe Show, lowa Shoe Travelers, Hotel 
Fort Des Moines, Des Moines 
Nov. 13, 14, 15, 
Shoe Show, The Ohio Shoe Travelers 
Club, Deshler Hilton Hotel, Colum- 
bus, O. Nov. 20-22, 
Spring Show, Popular Price Shoe Show 
of America, Hotels New Yorker and 
McAlpin Nov. 27-Dec. |, 
Fiftieth Anniversary, Boot ond Shoe 
Travelers Association of New York, 
Statler Hotel Nov. 29, 
Forty-second annual Mid-Atlantic Shoe 
Show, Hotel Benjamin Franklin, Phila- 
delphia Jan, 15-18, 
Convention, Empire State Footwear As- 
sociation, Onondaga Hotel, Syracuse, 
N.Y. Jan. 22-24, 
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Resigns Merchandising Post 


HARTFORD, CONN,—F rank Lamphier, 
merchandise manager of the men’s and 
women’s shoe departments in the Brown 
& Thompson Department Store, this 
city, has resigned, effective August 1. 
Mr. Lamphier plans to move to Florida 
where, after a brief vacation, he hopes 
to find a similar position. 
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EASY TO FIT 
EASY TO WEAR 
EASY TO SELL.... 


Tops in comfort, Braga 
Romeos are holding old 
friends and making new 
friends constantly. Men en- 
thuse over their easy-on-and- 
off, and other features that 
make them appropriate for 
both outdoor and _ indoor 
wear. You will make happy 
feet and easy sales when you 
offer Braga Romeos. 


*. ee 
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em aw em 


D,. Steahe. 


ROMEO 
B 


Y 
BRAGA 
SHOE CO. INC. 
HUDSON, MASS. 


supplies just the right ten- 
sion to assure snug stay- ly & 

on fit, while delivering all “a | 

; susuess r SARA TER 

Rice Leaders | 
of Ie World 
Alssociation { 
SPECIALISTS SINCE 184 IN THE ART OF WEAVING prep Bee Aopen bd pI 
HIGH-GRADE ELASTIC SHOE GORING EXCLUSIVELY Viasiks NR Coveted 7 


Visit the SHUGOR TAYLOR at the ALLIED SHOE PRODUCTS SHOW, Room 525, Belmont Plaza, August 7 through 10 
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the luxurious comfort for 
which Romeos are famous. 
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Jw. SLENDER _ 1.1 


Beautiful NEW MARXIE- 


totes. 


NO BUTTONS! 


Hugs ankles like a 
glove 


EASIEST TO PUT ON 


\ \ 
\ . Accordion Top 
S/N) Opens WIDE 
~\ Whisks on over 
\ shoes in a jiffy 


ORDER TODAY 


from your local “totes” Whole- 
saler or write for new Catalog 
and Price List. 


Sug. 


So-Lo MARX RUBBER Company * 


Color Outstanding News 
At Tri-State Shoe Show 


BurraLo — The Tri-State Travelers 
held their usual July shoe show in the 
Hotel Statler here. More exhibitors 
were on hand than for the last two 
years, but attendance was disappoint- 
ing, attributed to the excessive heat of 
the two days of the show. 

One trend of this show was outstand- 
ing. Color! This is not new, but it was 
more pronounced than at previous 
shows for this area. This followed 
through all types—men’s, women’s and 
children's. The leading shades were in 
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(Store’s cost 


- 


ie 


You'll get calls, Calls, CALLS! 


This is what your customers will be looking for 
this Fall:—SLENDER ANKLES with no bulk, 
no ankle-bulging buttons. Only MARXIE-“totes” 
#505 with the Accordion top has that important 
SLIM LOOK, 


Beautifully fashioned of pure latex rubber with 
extra DuPont Neoprene soles and heels. 
skid. Wear Guaranteed. For Women’s shoes 3-10. 
Colors: Red, Black, Gray, Leather-tone Amber. 


Retail 


Non- 


$2.98 pair 
$1.79 pr.) 


800 Cincy Ave., Loveland, Ohio 


the biege family and included colors 
from soft creams to the gingers and 
light browns. Other popular shades 
were charcoal and blue in women’s high 
styles, and these shades and avocado 
and red in casuals. 

Another trend was the return of 
suede to the women’s shoe field. Locally 
this had lost considerable popularity 
for some months. Suedes were in both 
high style and casua! types. There 
were also a few bucks offered among 
casuals. 

Heels were an important considera- 
tion for many buyers, the medium heels 
being in greater demand than the very 





high. Closed heel and toe styles were 
also in good demand for late Fall and 
Winter inventories. 

Among women’s high styles was a 
more glamorized wedge. This was an 
open type partial wedge with a heel, 
thus giving the appearance of a pump 
style with the comfort of the wedge. 
These were in leading colors in suede, 
pigskin and smooth leathers. Other 
types in this category were sandals and 
spectators, both attractive in special 
innovations in color and trim. 

The usual favorites remained among 
women’s casuals—loafers, flats, wedges 
and such types. Black, blue and gray 
suede loafers were in good demand, as 
were those in a soft, smooth leather in 
12/8 and 13/8 height heels. 

Due to the hot, dry summer the sale 
of white shoes in Buffalo has been ex- 
cellent and there was still some emer- 
gency buying of this merchandise at 
this show. This also helped sales of 
some types of pastels. 

Teen-agers and even small children, 
with their present day style conscious- 
ness, are demanding and getting styles 
as much like those worn by their elders 
as it is possible to make these types. 
Accordingly, suedes are in favor in 
this category in loafers and flats in 
black and charcoal, with fancy vamps 
and other attractive features. For 
small children there were shell pumps 
in patent, suede and smooth leathers, 
and a few sweater pumps. To satisfy 
the mothers who strongly favor the 
instep strap sandal styles, there were 
good offerings of this merchandise, also, 
in patent, suede and smooth leathers in 
black, blue, brown and red. 

Men’s shoes followed a trend that has 
been becoming more pronounced during 
the last few months in the Buffalo area 
—a definite swing from brown and 
other colors to black. At this show 
casual types were in good demand, 
mostly in smooth leathers. Current 
men’s fashions which favor more color 
and lighter weight materials in suit 
and shirt fabrics, have met a corres- 
ponding trend in shoe styles and it was 
notable at this show that there was a 
definite demand for men’s shoes in the 
softer, lighter weight grains. 


Competing Self Service Units 
Open in Daytona Beach 


DAYTONA BEACH, FLA. — Two self- 
service cancellation stores opened 
within a few days of each other in the 
downtown shopping area of this city. 
The first, a unit of the Pick ’N Save 
chain is located at 141 Volusia Avenue 
with Nat Rosen in charge. Other 
stores in the chain are at Hollywood, 
Florida and Jonesboro and Helena, 
both Arkansas. 

Pix Shoes takes over a former Thom 
McAn location at 166 North Beach 
Street. This is the seventeenth unit in 
a chain that is statewide in scope. Paul 
Romig is resident manager. 

Both chains hint at aggressive ex- 
pansion plans in this general area. 
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Department Stores’ Sales 
Continue Upward Climb 


New YorK—Results of department 
and specialty store operations in the 
first quarter of 1955 reveal no letup 
in the improvement noted in the final 
three months of last year, according to 
the Controllers Congress of the Na- 
tional Retail Dry Goods Association. 

Commenting on the Congress’ quar- 
terly information letter, Sam Flanel, 
general manager, said, “The most im- 
portant aspect of the results for the 
first quarter of 1955 is the increase in 
after-tax profits to 1.4 per cent of 
sales in comparison to 1.1 per cent a 
year ago. Continued improvement in 
overall sales, which rose three per cent 
over the same period of 1954 is a major 
element in this increase.” 

According to the NRDGA study 
sales increases were registered by 
stores in all volume groups, with the 
largest gains realized by department 
stores with annual sales over $20 mil- 
lion and by the larger specialty stores. 
Similarly retailers registered increases 
in average gross sales, which rose to 
$4.58 in contrast to $4.44 in the first 
quarter of 1954. 

NRDGA’s Controllers Congress 
placed emphasis on lower operating 
expenses as a major factor in its quar- 
terly report. Overall expenses de- 
clined to 35.8 per cent against 36.1 
per cent last year. This was the first 
drop in the total store expense per- 
centage since the end of 1952. A slight 
increase of 0.1 per cent was realized 
in the cumulative markon figure which 
equaled 39.3 per cent. Gross margin 
was 37.1 against 36.8 per cent in the 
first three months of 1954. Total pay- 
roll expense remained unchanged at 
19.7 per cent, though salespeople’s sal- 
aries dropped from 7.2 per cent to 7.1 
per cent. 


An analysis of first quarter results | 


of the 214 stores reporting indicates 
that expense control was the principal 
factor in their achievements according 
to the NRDGA study. 





IS Launches Service Study 
At Laundry Institute’s Center 
[CONTINUED FROM PAGE 97] 


Although the agenda for the annual 
IS convention in Chicago is not com- 
pleted, Ben Finn, executive director of 
IS, said that in addition to the election 
of officers and a progress report for 
the year, a major departure from 
previous conventions will be a certral 
exhibit hall where all IS manufac- 
turers, wholesalers and allied suppliers 
will exhibit their lines for the benefit 
of independent retailers. 

Mr. Finn said further that there 
will be an exhibit of window trims 
sponsored by the Store Arrangement 
and Fixture Committee of IS showing 
the latest trims and added that ex- 
perts in the field of shoemaking, leath- 
ers, merchandising and children’s shoe 
promotions will be on hand. 
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Heat Fails to Dim Spirited 
Buying at Baltimore Show 
[CONTINUED FROM PAGE 97] 


of cork and rubber platforms. Continu- 
ing this theme, a house slipper of glam- 
orous Outside design had a concealed 
cushioned inner sole of foam rubber. 
Favored in casuals, which ranged in 
price from $2.95 to $7.95, were suede 
and leathers in virtually all colors. 
Particularly popular colors were black, 
avocado, green, “blue bell,” a darked 
Wedgewood tone, and coffee. Almost 
every wholesaler and jobber featured 
some gray in calf and suede and gray 
also figured prominently in the dress 


shoe 


shoes made 
leather lined in the regular oxford style. 





Now ...A PROFITABLE 


Rubber Footwear Dept. 


on WHEELS! 


¢ EXTRA BUSINESS from idle 





space (18" x 18") 


* HOLDS 72 PAIRS Men's, 


Women's, Children's 


¢ STOPS CUSTOMERS ... 
sells the year ‘round for 
you 


DOUBLE, TRIPLE your “totes” 
business just keeping “totes” handy 
on your selling floor. 

Reminds customers—Makes it easy 
to get size needed to wrap up an 


extra sale. 


Wrought-iron wire—easy to roll any- 
where, will last for years, Goes with 


any decor beautifully. 


Shipped complete, stocked with 
“totes” set-up and ready to roll onto 
selling floor. Price: (display only) 


$4.75 each. (less than 1% cost) 

Order today from your local “totes” 

wholesaler or write for new “totes” 

Catalog and Price List. 

So-Lo MARX RUBBER CO., 80 Cincy Ave. 
Loveland, Ohio 


America's LARGEST SELLING Lightweight Rubber Footwear 


inventory. 
Men’s shoes of low-quarter, Italian 


inspiration were still setting the pace 


volume gales. Men’s loafer-type 


shoes with tassels, in brown, black, and 
charcoal brown sold well. All 
particularly 
the 
well in leather and calf shoes. 


colors, 
and 
sold 


black, brown, navy, 


brown and black charcoals, 


The show introduced a line of men’s 
in England. They were 


Children’s shoes moved well in the 


$2.95 to $7.95 price range. Davy 
Crockett boots and slippers, loafers, 
saddles and Mary Jane pumps also 


made an impression. 





Quality 
Shoes 
Since 


‘32 


We Offer Quality 
Jobs, Cancellations 
and Closeouts in 


ARADE 


lustrated 
Catalog on 
request \ dt 


y 


Branded Footwear to 


CANCELLATION 


SHOE STORES AND 
SHOE PROMOTION BUYERS 


Our prices on fine shoes, bought direct 
from the best known makers are in line 
with our nationwide reputation for values! 


Open a Cancellation Shoe 


Store in Your Town 


Our New Store Consultants 
Will Help You Set Up a 
Profitable Operation 


M. K. WEIL SHOE CO 


ple Rooms: | 


“While 
in Town 


IN STOCK— 
in white, with tassels 
of any school color 
or combination 


AUTHENTIC MAJORETTE 


BOOTS 


STYLE 7611... Ladies’ 
Sizes 3'2 thru 10 
“A” & ''C"’ widths 

Priced at $4.1 5 


STYLE 6611... Misses’ 
Sizes 12'% thru 3 
“B’' & ''D"’ widths 

Priced at $3.60 


CHILDREN’S... Sizes 
82 thru 12—"'D" 
width 

Priced at $3.00 


INFANTS’... Sizes 4 
thru 8—''D’ width 


Priced at $2.40 


Made by folks who know fine bootmaking 


ACME BOOT COMPANY 


Edison Nadas Two Regional Managers 


ROY J. HAYDEL 


Str. Louris—Roy J. Haydel has been 
named regional manager for Edison 
Brothers Stores, Inc., with headquar- 
ters in Chicago. According to Irving 
Edison, vice-president, Mr. Haydel will 
direct activities of 10 stores in the 
Milwaukee and Chicago areas. Gilbert 
Fiser, formerly in charge of these 
units, has been named to a _ regional 
post in California with headquarters in 
Long Beach. 

Mr. Haydel joined Edison Brothers 
as a salesman in 1929, holding this 
first position in a Houston, Tex., opera- 
tion. Since then he has held positions 
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MEYER GOODMAN 


as manager and regional manager with 
the firm’s stores in Texas, Georgia, 
Louisiana and California. He moves to 
Chicago from Cincinnati where he 
supervised the Ohio - Pennsyivania- 
West Virginia region. 

Meyer Goodman, formerly in charge 
of Edison Brothers Stores in the 
Minnesota - lowa - South Dakota-Ne- 
braska region, has been named the 
firm’s regional manager for 11 stores 
in the Ohio, Pennsylvania and West 
Virginia area. Mr. Goodman, who made 
his headquarters in Minneapolis, is 
now moving to Cincinnati with his wife 


Clarksville, Tennessee 


and son to make his home here. 

Associated with Edison Brothers 
since 1940, Mr. Goodman has been as- 
signed to stores in Rochester, Syracuse, 
Buffalo and Chicago, rising from sales- 
man to his present position as regional 
manager, 


National Shoe Retailers Style 
Conference Set for August 10 


New York—The National Shoe Re- 
tailers Association announced its semi- 
annual style conference covering the 
Spring and Summer 1956 season will 
be held August 10 at the Plaza Hotel. 

Speakers will illustrate talks with 
slides. There will be no runway show 
and no models. A spokesman said this 
was to be a clinic type of program for 
the benefit of the industry in getting 
initial planning for the season ahead 
underway. 

The conference will feature the fol- 
lowing topics: 

Apparel, Fabric and Leather Market 
Trends and Merchandising, by Estelle 
Hamburger, merchandising and fash- 
ion consultant. 

Styling Direction in the Basic Shoe 
Silhouettes, by Ralph Stollmack of the 
Carlisle Shoe Company. 

The Fun and Hazards of Buying and 
Merchandising Fashion Shoes, by Louis 
Liebson of Edison Brothers. 

Admission cards are available at the 
association’s office, 274 Madison Ave- 
nue, New York City. 
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Retailer Improves Orthopedic 
Fitting in Roomier Premises 


Houston, TeEx.—A 13-year-old girl 
selected a pair of shoes that she liked, 
and prepared to try them on. She had 
a problem—a full-length brace extended 
from beneath her shoe to her hip. 

She walked over to the private fitting 
room at the new Newkirk’s Shoes shop 
here, closed the door and removed the 
brace. Then a salesman entered the 


fitting room and helped her with the 
shoes. 







The private room for orthopedic fittings 
shown in use at Newkirk's newly-opened 
shopping center shoe store. 


Use of the private fitting room has 
made it considerably easier for custo- 
mers with orthopedic problems to buy 
shoes, report the salesmen at Newkirk’s 
Shoes. The store opened recently on a 
major thoroughfare in a shopping cen- 
ter about four miles from the downtown 
area where Newkirk’s has had _ its 
Health Shoe Store for 20 years. T. J. 
Newkirk, owner, expects the fitting 
room to increase sales materially. 

The store is spacious, about 40 feet 
by 90 feet. The salesroom is about 25 
feet deep across the front of the store. 
At the back of this section, beside the 
wrapping counter and the cash register, 
is the private fitting room. 

It is a simple room, about 15 feet 
long and five feet wide, with two chairs. 
Shuttered doors open into the sales 
area. 

“We get many orthopedic cases with 
full leg braces which extend to the hip,” 
explained Basil Ringo, a Newkirk sales- 
man for several years. “The shoe is 
attached to the brace. To take it off, 
the male customer must take off trou- 
sers and the female customer must lift 
her clothes.” 

When he planned the surburban 
store, Mr. Newkirk had enough space 
available for improvements. The pri- 
vate fitting room was one of the major 
ones with the highest prioritv. 

A wide aisle, surfaced with a licht 
brown asphalt tile, leads past the shoe 
stocks to a repair shop at the rear of 
the store. The shop for corrective shoe 
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work is a prominent part of the opera- 
tions. Customers who pass the large 
shoe stocks gain confidence from seeing 
the amount of selection possible, since 
the area is not closed off or concealed 
as in many shoe stores. 

Next to the repair shop in the rear 
is an area for making casts. 


Retailer of the Year Event 


Names Publisher Chairman 


New YorK—Palmer Hoyt, publisher 
of The Denver Post, has been named 
chairman of the committee of business 
and advertising executives which will 





plan Brand Names Day-1956. 

Mr. Hoyt’s appointment to head the 
Brand Names Day-1956 committee con- 
tinues the custom of rotating among 
the major media the responsibility for 
direction of the Foundation’s annual 
event. 

The highlight of next year’s Brand 
Names Day dinner will be the presen- 
tation of the foundation’s Brand Name 
Retailer-of-the-Year awards to mer- 
chants in 24 categories of retailing for 
outstanding year-round promotion of 
manufacturers’ brands. More than 
1700 executives representing manufac- 
turing, advertising and distribution 
are expected to attend the dinner. 
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Recorder Readers!!! 


ARE YOU GOING TO MOVE OR HAVE YOU CHANGED 


Don't miss any of the copies of the BOOT AND SHOE RECORDER 
due you on your subscription! You have paid to receive 24 copies a 
year and we want you to get all of them! When you fail to receive 
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HAND-LASTED Penny Loafer 


For Back-to-School Volume 


“3 


Less 5% 30 Days | 


AAA 542 to 10 A 4% to 10 
AA5 to10 B3 to 10 
C 3% to 10 


Where else will you find IN-STOCK 


a loafer of this quality to retail for less than $5.00? 


#319 —— Brown witH 5 to 51/4 ounce Smooth Upper Leather 
#309 —~ Red WITH Littleway Lock-stitched Nuron Soles | 
#515-02- Black with Hand-lasted, Machine Sewn Construction 


(#515-52-Sand ) Wate Famous-for-Fit, Exclusive DAYTIMER Lasts | 


For New Fall 1955 Catalog, Write to: 


Daa SHOE COMPANY | 


450 Harrison Avenue, Boston 18, Mass. | 











Personal Service Marks Store’s Growth © 


























One of the well-stocked and inviting ells of the Fox Shoe Store, remodeled to 
make the selling floor accessible from two entrances. In the foreground, right, is 
the handbag and hosiery section, which has proved to be a popular addition. 






WATERLOO, 1A.—Personalized service on a structural glass base while the 
is accented at Waterloo’s oldest shoe other is standard style on structural 
concern, the Fox Shoe Store, where glass bulkhead. A three feet canopy of 
superior facilities, provided by exten- aluminum metal, full-vision plate glass 
sive remodeling, reflect firm growth of door and granite tile entrance offer 
the 75-year-old concern. other appealing exterior front features. 

Located at 225 East Fourth Street, On entering the spacious store, cus- 
in the business district, it has a modern tomers are impressed by a drop ceiling, 
eye-catching front which features Red a new fluorescent lighting system and 
Roman brick, extending from the end all-to-wall carpeting. Remodeling has 
of the walls on the street back to the increased a former six-chair and chil- 
display windows. dren’s area store to 16 additional chairs. 

One of the display units is box type Ten of these chairs are devoted to 
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the men’s and boys’ department. 

An exclusive men’s and boys’ depart- 
ment embodies one of the major objec- 
tives of the remodeling, to make the sell- 
ing floor available from the front and 
more directly from a new Lafayette 
Street side entrance which provides an 
L-shape floor effect. 

In the middle between the women’s 
department, located at the front and 
the men’s and boys’ department, is the 
children’s unit, also accessible from both 
entrances, 

From a merchandising angle, the 
purpose of the remodeling was to pro- 
vide added customer conveniences and 
speed service as well as to meet partic- 
ular needs of the owner. 

A father-and-son team has been in 
charge of the store most of the time 
since it was founded by Fred Fox back 
in 1885, For many years it was the 
founder and his son, Harold. Now it 
is Harold who heads the store as presi- 
dent with his son, Jack, as co-pilot in 
the role of vice-president. 

Commenting on his personalized serv- 
ice, Mr. Fox explained that special care 
is taken in fittings as he pointed out 
that a file of each purchaser is main- 
tained. Post cards with sales announce- 
ments or friendship notes are sent out 
for contact purposes and “bridge 
builders.” 

Follow-up post cards are sent moth- 
ers inviting them to bring their young- 
sters to the store within three months 
after purchase to have fittings checked. 
It has always been the policy of the 
store to stress “a square deal and 
courteous service.” 

In addition to shoe departments, the 
store has a hosiery and handbag section 
which has proved popular. Six full- 
time clerks are employed in the shoe 
department and five extras are also on 
duty there on special occasions. 


National Shoe Stores Leases 
Site for Long Island Unit 


New YorK—wNational Shoe Stores, 
the country’s largest independent re- 
tail shoe chain has leased a 7,500 
square-foot shoe store location in the 
Green Acres Shopping Center on the 
Sunrise Highway at Valley Stream, 
Long Island, it was jointly announced 
by Irwin S. Chanin, head of the Chanin 
Organization, sponsors of the shopping 
center, and Mac Siegel, vice-president 
of National. 

The Green Acres store will carry a 
complete line of men’s, women’s and 
children’s footwear. This will be its 
eighth outlet in Nassau County and 
the forty-third on Long Island. Na- 
tional currently is operating 115 stores, 
largely concentrated in the New York 
and New Jersey metropolitan areas, 
upstate New York and New England. 

National’s Green Acres store will 
have entrances direct from the 5,500 
car parking area and also from the 
1,100-foot-long central pedestrian mall. 
The shopping center is being con- 
structed on a parcel of 70 acres. 
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Michigan Travelers Show 
Nets Good Orders for Fall 


DETROIT—While the shoe show held 
by the Michigan Shoe Travelers Club 
at the Hotel Statler on July 9, 10, 11 
was mainly a “clean-up” showing for 
those firms whose business was not 
completed in earlier showings, Fall 
ordering was good according to E. W. 
Jensen, chairman of the show. 

There were 50 exhibitors, each having 
his own display room, featuring back- 
to-school wear, sports shoes, men’s and 
novelty shoes, including slippers, 

Novelty lines moved well. Interest 
was shown in black suede in the strip- 
ping type shoe in either halter or cling 
type pump styles. Closed up pumps 
followed closely behind. 

Tassle patterns in men’s shoes in the 
lounging and casual styles also made 
an impression. A new mudguard pat- 
tern made its appearance in sports 
shoes. This is a two eyelet tie with a 
crepe sole in six color combinations. 

In the growing girl’s sports shoe, 
interest was high in the penny loafers, 
and the low heel sling type flatties. 

Mr. Jensen, representative for the 
Five Star lines, announced the next 
showing would be held September 11, 
12, 13 for size up business. The show 
will be held at the Hotel Statler, in 
Detroit. 





College Students Effective 
Shoe Store ‘Ad Consultants’ 


Boulder, Colo.—Giving advertising 
major students of the University of Colo- 
rado practical experience and at the 
same time developing sprightly, effective 
newspaper advertising are twin advan- 
tages which have been developed 
through a plan developed by Kenneth 
Smith, executive of Smith's Shoe Com- 
pany, leading family shoe store here. 

Each semester the instructor in Colo- 
rado University's top notch class in com- 
mercial advertising appoints a star stu- 
dent who acts as “advertising consult- 
ant" to the shoe store for the remainder 
of the term. Under terms of the arrange- 
ment, the student studies promotional 
needs of the store, writes and lays out 
the actual ad which appears in both the 
Colorado University newspaper, circu- 
lated among thousands of students and 
in Boulder daily newspapers. 

The student is given free rein in devel- 
oping his campaign, maintains a market 
file on results and Smith's Shoe Company 
makes no changes, unless of course, the 
ad should conflict in some way with 
store policy. 





60,000 Pairs Sale Priced 
For Four-Day Promotion 


LINCOLN, NeB.—Downtown shoe 
stores and departments special-priced 
60,000 pairs of shoes for men, women 
and children as part of the annual 
Capital City Days, and while footwear 
business was up for the promotion, 
out-of-town traffic was not as great as 
had been expected, several shoe depart- 
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ment managers observed. Jack Wells, 
vice-president and manager of Wells & 
Frost, the state’s largest independent 
family shoe operation, was a member 
of the city-wide Capital City Days com- 
mittee in charge of the promotion. 

The sales event was sponsored by the 
Lincoln Promotion Council, of which 
Leonard J. Hines, manager of the J. C. 
Penney Company store, is chairman. 
The council arranged with the Lincoln 
City Lines to furnish free bus service 
at 10-minute intervals during shopping 
hours of the four-day affair. Bus ser- 
vice was run from the State Fair- 


grounds on the north edge of the city, 
where free parking was provided along 
with free bus rides. 

Also engaged for the promotion was 
a carnival company which set up six 
rides in a roped-off section of the down- 
town shopping district. Kids were 
charged a nickel a ride. Clowns also 
ambled through the streets and stores, 
entertaining children. 

Two children’s footwear departments 
reported excellent sales volume in fab- 
ric play shoes for the four days. 
Higher-priced footwear did not move 
up to expectations, however. 
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REG-E-STURD 
boys’ shoes. Soles ore 


GUARANTEED for 4 MONTHS! 
87002 Cordovan 
Sizes 1-7, Widths A to E 
87020 Brown Algonquin Wall Last 
Sizes 1-7, Widths B to E 
87040 Brown Mocc Stitched Vamp 
Sizes 1-7, Widths A to D 
4.25 NET 


YOUR PRICE 











"Well, what do you know, your feet 
are not flat”. 


Foor-KING? MEANS MORE BUSINESS 


Take this POWERFUL sales fea 
ture and cash it into PROFITS 
Imagine the closing value of a 
WRITTEN guarantee. How can 
parents resist this money-saving 
feature? NO REPAIR BILLS! These 
shoes are luxurious Goodyear 
welts, of top quality leather, su 
perior workmanship, vamp linings 
treated to resist decay, at A 
LOW PRICE WITH GOOD MARK 
uP! 


FOOT-KING shoes for MEN are 
money-makers. Goodyear welts, 
sizes 6 to 12, widths B to EEE 
Your cost, only 3.95 to 5.35 net 


FOOT-KING BOY RANGERS are 
volume boosters. Goodyear welts, 
sizes | to 7, widths A to &. Your 
cost, only 3.50 to 4,25 net. 


Wire or write for sample order 
Don't let this TIMELY opportunity 
vanish into thin air. FREE CATA 
LOG ON REQUEST 


Leading as usual 


A. S. KREIDER & SON CO. 


315 CHESTNUT ST. 
PALMYRA, PENNA. 


MANUFACTURERS OF GOOD SHOES SINCE 1894 


SALESMEN: We have a few openings for men who 
are looking for @ hot additional line. Write. 
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MAJORETTE 


* Top quality 
White Elk 

* Gothalite 
Wear-Rite 
Leather 
Shade Sole 
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INFANT 
SIZES 4/8 


$3300 


Manufacturers of 
BOWLING . FOOTBALL . 
BOXING SHOES + 








GOODYEAR STITCHED—STYLE NO. 809 


CHILDREN 

SIZES 8'/,/12 

2/10 net 30 F.0.8. Binghamton, N. Y., less than 6 pr. 25¢ per pr. extra 
Write for samples and catalog. (Somples must be retained.) 


BASKETBALL + 
ROLLER SKATE OUTFITS 


GOTHAM SHOE MFG. CO., Inc. 


BINGHAMTON, N.Y. 


Financial News 


$350 
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However you do it... 


: | Come to BRITAIN 
Top Quality Littleway |— 
Lively Stepper 


SHOE & LEATHER FAIR 


A panorama of British Footwear! A larger-than- 
ever collection of the most advanced shoe styles, 
displayed by 
Britain's famed shoemaking centres, 
shown on the stands and in the Fashion Theatre 
at the Shoe & Leather Fair. 


NEW METHODS — NEW MATERIALS. As well 
the extensive displays of 
leather processing, tanning and repairing ma- 
chines in action. 
sories and components used in modern footwear. 
See revolutionary materials—the new synthetics, 
plastics, fabrics and rubber. 


from 


be 


Manufacturers 
will 


leading 


shoes, see the 


Inspect the materials, acces- 


Whatever your business in the shoe industry, 
you must visit the 


SHOE & LEATHER FAIR 


Recognised throughout the world as the Trade 
Event of the Year in Britain and organised by 
the Shoe & Leather Record on behalf of the 
Shoe & Leather Fair Society, Granville House, 
Arundel St., London, W.C.2. 


OLYMPIA, October 3-7 








International Shoe Company 
Hits Peak Fiseal Period 


Sr. Louis—International Shoe Com- 
pany reported a net income of $1.51 
per share for the six months ended 
May 31. The interim statement mailed 
to stockholders shows a comparison 
with $1.49 for the like period a year 
ago. 

Six months’ net earnings totaled 
$5,066,266, compared with $5,050,544 
earned in the same period a year ago, 
while income before Federal! and Cana- 
dian income taxes of $10,560,990 com- 
pared with $10,543,703 for the like 
period in 1954. 

Consolidated net sales totaled $128,- 
384,531 to show a seven per cent in- 
crease over the $120,047,699 earned in 
the first six months of 1954. This repre- 
sents a new high for this part of the 
company’s fiscal year. 

Industry production figures as re- 
ported by the Bureau of Census during 
the past 12 months continue to show 
large gains. “Many informed people,” 
Edgar E. Rand, president, commented 
in a letter to stockholders, “believe that 
the industry pairage increases are the 
result of a greatly increased production 
of very low-priced shoes. We believe 
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that our company’s record is well in 
line with the experience of the indus- 
try in the types of shoes we are pro- 
ducing.” 

Shoe retailers have had a very good 
season, the report states, and it ap- 
pears that 1955 will turn out to be one 
of the best retail years on record. 
Higher production costs, however, may 
have a bearing on the future price of 
shoes, the letter cautions. 

The same pressure which is felt by 
shoe manufacturers is being felt by 
producers of the materials which are 
assembled and become a part of the 
finished shoe, the report continued. 
“Tanners of hides and skins cannot 
sell their leather at the same cost in 
relation to raw materials as they were 
getting in 1958 and 1954. Study and 
analysis of these factors lead to the 
conclusion that it will be difficult for 
the shoes industry to avoid price in- 
creases in 1956.” 





Shoe Corporation of America 
Declares Quarterly Dividend 
CoLuMBus, O.—Robert W. Schiff, 


president and treasurer of Shoe Cor- 





poration of America, announced that 
at a meeting of the board of directors 
of the company, held July 9, 1955, the 
regular quarterly dividend of $.25 per 
share on the issued and outstanding 
Class “A” Common shares was de- 
clared, payable September 15, 1955, to 
holders of record of such shares at the 
close of business on August 31, 1955. 

This will be the hundred-and-sixth 
consecutive cash dividend paid on what 
was formerly The Schiff Company 
Common shares and which were con- 
verted into Shoe Corporation of Amer- 
ica Class “A” Common shares in 1947, 
upon the change of name from The 
Schiff Company to Shee Corporation of 
America. 

The board also declared the regular 
dividend of $1.12% per share on the 
issued and outstanding Series “A” 
$4.50 Cumulative Preferred, the Series 
“B” $4.50 Cumulative Preferred, and 
the Series “C” $4.50 Cumulative Pre- 
ferred shares of the corporation, pay- 
able September 15, 1955, toe the holders 
of record of such shares at the close 
of business on August 31, 1955. 

The company reported consolidated 
net sales of $7,391,529 for the month 
of June, an increase of 10.03 per cent 
over June, 1954’s figure of $6,717,975. 

For the six months ended June 30, 
sales have amounted to $42,156,538 as 
compared with $38,240,446 for the 
same period last year. This is an in- 
crease of $3,916,092 or 10.24 per cent. 
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H. C. Godman Company Has 
Profit Against 1954 Loss 


CoLuMBus, O0.—The H. C. Godman 
Company, shoe manufacturers, re- 
ported to stockholders that for the 28 
weeks of the current fiscal year to 
June 18, it had earned a net profit of 
$75,914 against a net loss of $129,217 
for the same period a year ago. 

For the full year ending June 18, 
the company reported a profit of $107,- 
098 against a loss of $279,827 for the 
year ending June 19 after a credit of 
$43,500 for tax adjustment. 

As of June 18, current assets were 
$3,208,424 and current liabilities, $654,- 
284, a ratio of 4.9 to 1. 

It is said its only outstanding debt 
is $140,000 in long term bonds matur- 
ing in 1956 to 1959. Having applied 
the proceeds of the sale of its Marion, 
Ind., factory property to these bonds, 
the Godman Company said it was a 
year and a half ahead of schedule. 

Cumulative dividends in arrears on 





preferred stock amount to $4.50 per 


share at this time. 


Pairage at Highest Peak 
For U. S. Shoe Corporation 


CINCINNATI-—The board of directors 
of the United States Shoe Corporation 
authorized payment of a regular 25-cent 
quarterly dividend as of July 15. 

The company announced that produc- 
tion for the six months period ending 
May 31, reached the highest pairage in 
the company’s history. Both gross and 
net profits also reached an all-time 
high. Net profit for this period for 
1954 was $779,109.86; net profit for 
1955 rose to $827,537.61. 

The statement, stockholders were ad- 
vised, did not take into account the 
operation of the recently acquired 


“Joyce, Inc.” division, but it did an- | 
nounce that an additional modern, one | 


story factory, with 4,000 pairs daily 
production for Joyce shoes exclusively, 
had been leased. 

The company also advised that orders 
for Red Cross Shoes and Cobbies on 
advance sales for Fall had so increased 
over 1954 that 100 per cent production 


through October 23 is already assured. | 


Fiscal Sales Up 6 Per Cent 


New York—Retail sales of Melville | 


Shoe Corporation for the four weeks 


ended June 30, 1955, were $10,090,829, | 


compared with $9,430,105 for the like 
period a year earlier, an increase of 
7 per cent. For the six months ended 
June 30, sales were $49,383,053 against 
$46,611,224 a year ago. 

Directors declared a quarterly divi- 
dend of 45 cents per share on the com- 
mon stock, payable Aug. 1, 1955 to 
stockholders of record July 15. They 
also declared a regular quarterly divi- 
dend of $1.18% per share on the pre- 
ferred stock, payable Sept. 1, 1955 to 
stockholders of record Aug. 19. 


August |, 1955 





Beck Quarterly Dividend 

The board of directors of the A. 5S. 
Beck Shoe Corporation, today voted its 
hundred-and-eighth consecutive quar- 
terly dividend on common stock. The 
common stock was voted at 25 cents 
dividend and $1.18% for the preferred 
stocks. 

The board of directors, on the basis 
of the first six month’s volume of busi- 
ness in 1955, approved a wider expan- 
sion program in 1956 and 1957. Two 
months ago, the board approved the 
construction of 20 new units in the 
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major shopping centers and downtown 
locations. 


Edison Sales Up 10 Per Cent 


Edison Brothers Stores, 
Inc., reported consolidated net sales 
of $8,003,731 for the month of May. 
This compares with $7,251,533 for May, 
1954 an increase of $752,198 or 10.37 


St. Louis 


per cent. 

For the five months ended May 31 
sales amounted to $34,765,009 as com- 
pared $31,522,471 for the same 
period last year. This is an increase 
of $3,242,538 or 10.29 per cent. 
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WESTBROOK, 
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this New 
TRIMFOOT 
Catalog 
shows your 
: fitters 
~ how to sell 
more shoes! 


SEND ME A CARD... 
just say: “Rush new Catalog!” 
... Your Trimfoot Man 




















































































































Now...complete, non-technical manual 
enables your fitters to quickly spot most common 
foot complaints ... tells them exactly what to 
recommend and how to sell! Win more customers 
for your shoes and services... 
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7 SEND FOR YOUR COPY! 
APPLIANCE DIVISION 
TRIMFOOT COMPANY 
FARMINGTON, MO. 


FOOT RELIEF ACCESSORIES 


Sold Exclusively in Shoe Stores! 


About Shoe People 


Cc, M, 


Corbin, head of the shoe de- 
partment at Nash’s in Pasadena, Calif., 
announced the appointment of William 
Cockrell to the position of head of the 
shoe department in the new F. C, Nash 
store at the Whittier Quad, new shop- 
ping development in Whittier, Calif. 
* * ” 

One of Los Angeles’ best-known and 
best-liked shoemen, Phil Mashburn of 
Gude’s, retired after 36 years with his 
firm. He is known as one of the vet- 


eran shoemen of Los Angeles, and was 


highly respected in his position. 

Stan Linder, formerly manager of 
a Nordstrom concession in Kahn’s, 
Oakland, will take over Mashburn’s 
position with the Gude firm. 

According to Mr. Mashburn, he ex- 
pects to spend his time playing golf 
and supervising his two apartment 
houses in West Los Angeles. 

He joined Al Gude of Gude’s early 
in his career, and in 1925 became buyer 
of popular priced shoes. In 1928 he 
was appointed general manager. Dur- 








ing the last 10 years Mr. Mashburn 
has served as merchandise manager 
for popular priced shoes and for Selby 
Arch Preserver shoe departments for 
both the downtown and the Pasadena 


stores. 
+ 7 4 





Si Comar, executive head of Comar’s 
Children’s Shoe Stores and Paige Fam- 
ily Shoe Stores in Southern Califor- 
nia, recently announced plans for four 
new Comar units and another Paige 
family unit within the next few 
months. 

The new Comar stores being planned 
include a unit in North Hollywood, at 
Laurel Canyon and Victory, a store in 
the new Valley Plaza in Pomona on 
Garvey Boulevard, a shop in West 
Covina Plaza, a West Covina develop- 
ment; and still another in another West 
Covina development. The new Paige 
store, for the entire family, wil! be 
installed near San Diego, in South Bay 
Plaza, National City, Calif. 

An intensified advertising and pro- 
motional campaign is scheduled to open 
about the same time the new stores 
will be completed, it was announced 
by Mr. Comar. 


* ~ % 





Mrs. Terry Iles, president of Lassie 
Slippers, Inc., may, at 39, be the young- 
est grandmother actively engaged in 
the shoe business in this country. Her 
daughter, Enid, gave birth to Debra 
Ann Huntley at Cooley Dickinson Hos- 
pital in Northampton, Mass., July 14. 
Mrs. Iles lives with her daughter and 
son-in-law on Russellville Road, South- 
ampton, Mass. 
> ” oF 

Rose Commins, cashier at Baker’s 
Shoe Store in Rochester for the past 
13 years, was awarded a_ two-foot 
statuette by the company in recognition 
of efficiency, courtesy and service. 

* ” * 

Nathan Hack, founder of the Hack 
Shoe Company, was the subject of a 
feature story in the May 27 issue of 
Collier’s. Titled, “Rippling Along,” the 
story, on page 74, details the recent 
development of the Ripple Sole Shoe. 

+ * *” 

Arthur D. O’Shea, Laconia, N. H., 
shoe retailer, was reelected vice-presi- 
dent of the New Hampshire-Vermont 
Blue Cross hospitalization service. 

* * + 

Thomas Yeamans, formerly on the 
shoe department sales staff at the J. L. 
Hudson Northland store in Detroit, was 
promoted to the post of sales supervisor 
of women’s shoes, 

* + + 

Joseph 8S. Kallsnick has purchased 
Hagy’s Shoe Store in Spartanburg, S. 
C. After remodeling it will be known 
as “The Shoe Center.” 

* * + 

Irving Barnett, of Beck Shoes, located 
in the Frandor Center, Lansing, Mich., 
was elected director of the Frandor 
Merchants Association. Organized three 
months ago, the group plans to run six 
sections in the Lansing State Journal 
as a special promotion. 
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What’s New 


Toddler Taught to Lace 
And Tie His Own Shoes 


ROCHESTER, N. Y.—The Vaisey-Bris- | 


tol Shoe Company, manufacturer of 
Jumping-Jack shoes, introduced its new 


post-infant shoe, the “tie-teacher,” de- | 





A durable ply-board shoe with white 

laces to catch the eye of the six-year- 

old, designd to teach children of that 
age to tie their own shoes. 


signed to help the three- to six-year-old 
learn to lace and tie his own shoes, 

The shoes are made of heavy, durable 
ply-board and come with a white shoe 
lace. 


Cat’s Paw Offering New 
Lighter-than-Rubber Sole 


BALTIMORE — The research labora- 
tories of the Cat’s Paw Rubber Com- 
pany, Inc., have developed a completely 
new sole which is now being offered 
to U. S. shoe manufacturers as an im- 
portant addition to the famous Cat’s 
Paw line of soles and heels. 

Microlite, described by the manufac- 
turer as a “new miracle of lightness,” 
is the shoe industry’s answer to the 
nationwide public demand for lighter- 
weight apparel. Though lighter than 
leather, lighter than rubber, Cat’s Paw 
Microlite soles combine this with long 
wearing qualities. 
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Every important quality tested and R 
Be. approved by the United States Testing Co. 


Write for “In Stock” catalog of 
VOLUME SALES BUILDERS 


Awarded Parents’ Magazine 
COMMENDATION SEAL 


Famous for FLEXIBILITY. 
Goodyear Welts. 
Neolite Soles and Foam Rubber Fillers. 
Reknowned for Long Wear Mileage. 

e Unmatchable to feature at $4.95 to $6.95. 
Write for “IN STOCK” catalog of fast-selling Summer and Fall Styles 


Chesapeake Shoe Mig. Co. 


603 DUNDALK AVE. © BALTIMORE 24, MD. 


Denver West: Chesapeake Shoe Co. of Calif., 543 Mission St., San Francisco, Calif 









innersole splits 


, MADE AT OUR MERCERSBURG TANNERY DIVISION 


backed by the name that 
stands for hi gher quality 


Solid and firm tannage, but mellow enough 
to channel well. 


@ Uniform natural light color. 
Closely sanded flesh side 


@ Consistently well-trimmed and uniform 
weight. 


@ Meets all chemical and physical require- 
ments for making a comfortable and 
long-lasting shoe, 


Wa Loewengatt sno comany 





“Manufacturers of Gahna Leathers 


In addition, Microlite soles are so 
flexible that Cat’s Paw calls them 
“slipper-comfortable.” Also completely 
waterproof, damp-proof and non-mark 
ing, they are available in a wide va- 
riety of fashion-right colors for men’s, 
women’s and children’s shoes. For new 
Microlite soles, Cat’s Paw has sched- 
uled an extensive advertising cam- 
paign. 


Our Heart in Right Place 


Although our headline said “Michi- 
gan” store, our recent story on the new 
location of the M. T. Shaw Company 
of New England, contained their cor 
rect address at 162 Chestnut Street, 
Springfield, Mass. M. T. Shaw, Inc., 
men’s shoe manufacturer, operates 
from Coldwater, Mich. 
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2 WINNERS FOR 


BACK-TO-SCHOOL SELLING 
cm 


noe eRoy 


957 SMOOTH BLACK 
LO-BOY TASSEL OXFORD 


Grey Leather Lining. Non 
Slip at Heel, Leather in- 
sole, Round Edge 


Boys’ Sizes: 4-6, B Width 
$6, C and D Widths 
Boys’ Sizes: 6-11, 


Big 
8, C, D Widths 


Goodyear Welts IN-STOCK 
for immediate delivery 
ORDERS SHIPPED PROMPTLY 


A. S. KREIDER SHOE MFG. CO. 


ELIZABETHTOWN 


‘ 
Goodyear Welt Shoe 


Moker 


for Three Generations of American Boy 
WE MANUFACTURE ONLY — AND DO NOT COMPETE WITH OUR CUSTOMERS 





47 SMOOTH 

BLACK SIDE 

Front Gore Loafer, 12 tron 
Rubber Sole and 

Brown Heel 

Boys’ Sizes: 3-6, B, C, D 

Widths 

Big Boys’ Sizes: 6-11, 

C and D Widths 

459 BRIGHT 

BROWN SMOOTH SIDE 


Bargain 


PENNSYLVANIA ble A 





One of America’s Finest Resources for 


* SAMPLES 
x JOB LOTS 
* CANCELLATIONS 


Branded Shoes- first quality 
from outstanding ma 


IDEAL FOR 
Cancellation Stores 
Drive Ins 


Baus 


79-81 Reade Street, New York 7 


df 


Basements 


= 


From-F ine nee 19 
N.Y 
2.518 


ive ALBARISHOE WOrtk 








Obituaries 


George Herbert Ansley 


Pertu, ONT., CANADA—George Her- 
bert Ansley, a director and chairman 
of the board of the Perth Shoe Com- 
pany, Ltd., manufacturers of women’s 
shoes, died in Ottawa recently. 

Mr. Ansley was a former president 
and general manager of the company. 
He spent his entire business life in the 
shoe industry. At 18 he joined the firm 
of James Leggatt, shoe wholesalers, and 
during the next 24 years, was sales rep- 
resentative for the following footwear 
concerns: Seguin Lelaine & Company, 
J. D. King Company, George A. Slater, 
Ltd., Slater Shoe Company, Ltd., Nur- 
sery Shoe Company and Kaufman 
Rubber Company. 

Mr. Ansley became associated with 
the Perth Shoe Company in 1914 as 
sales manager and was promoted suc- 
cessively to the posts of general man- 
ager, vice-president, and in 1940, to 
president, an office he held until 1943, 

He was instrumental in securing 
manufacturing rights of the original 
Dr. M. W. Locke Shoe and was closely 
associated with Doctor Locke at his 
clinic in Williamsburg, Ont. 

In 1942, in commemoration of his 
fiftieth year in the shoe trade, leading 
figures in the industry gave him a 
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He was 
of the 
Asso- 


testimonial dinner in Toronto. 
chosen an honorary director 
Dominion Commercial Travelers 
ciation. 

He married the former Rena L. 
Des Marais, of Providence, R. I., in 1908. 
She died in 1942. He is survived by a 
son, Edward Marshall Ansley, of Tor- 
onto; a daughter, Mrs. R. J. Gill, of 
Ottawa, and two Mrs. J. H. 
Magor and Miss Ansley, of 
Montreal. 


sisters, 


Mabe! 


Herbert Leon Davidson 


CuHIcaGo, ILt.—Herbert Leon David- 
son, former superintendent of Interna- 
tional Shoe Company’s Mexico, Mo., 
plant, died here at the home of his 
daughter, Mrs. Peggy Hamilton. 

A veteran of more than 40 years 
with International, Mr. Davidson 
joined the company taking a post with 
its Seventh Street plant in Hannibal, 
Mo, 

Having held various supervisory po- 
sitions in Hannibal, Mr. Davidson was 
transferred to the Mexico plant May 
5, 1932. Several years later he was 
named superintendent, a position he 
held for almost 10 years until his 
retirement in 1951. Since that time he 
lived with his daughter in Chicago. 


Fred S. Abbott 


BostoN—F red §. Abbott, president 
of The Turf Hugger Corporation, 
manufacturers of removable spikes for 
golf shoes, died suddenly on July 10 at 
the Charles River Country Club in 
nearby Newton. He was 57. 

With Edward M. Davidoff, he or- 
ganized the company in 1933 and had 
been active in the business since that 
time. In recent years he had lived at 
18 Newbury Park, Needham, Mass. 

Mr. Abbott is survived by his widow, 
a son, Richard Abbott, an Air Force 
lieutenant, a daughter, Mrs. Virginia 
Woodbury, of Boston, also by three 
brothers and two sisters. 


E. V. Stewart, Sr. 

Los ANGELES—E. V. Stewart, Sr., 
82, a leader in the Los Angeles shoe 
industry for almost a half a century, 
died here from injuries received in an 
automobile accident. 

Mr. Stewart came to Los Angeles 
from New York in 1908. He was a 
shoe buyer for Hambergers Department 
Stores of Los Angeles, and during his 
17 years in this city was also con- 
nected with Stewart Dawes Shoe 
Wholesalers and the International Shoe 
Company of St. Louis. 

He leaves his widow, Mrs. Teresa 
Stewart of Pasadena; a son, E. V. 
Stewart, Jr., of Los Angeles; and a 
daughter, Edna M. Stewart, of Boston. 
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NEWS OF THE 


SALESMEN sxw Suppliers 


St. Louis 210 Readies First Tournament 





On tap for the unwrapping of the first trophies to be donated for 


nd 


the St. Louis 


Chapter of 210 Associates’ golf tournament and outing are, from left, Lester 

Feldman of Vangard Chemical Corporation, general chairman of the event; Gene 

Frenzel of Berland Shoe Company, regional chairman of 210 Associates, and Al 
Shank of Wohi Shoe Company, chairman of publicity for the outing. 


St. Louis—From anytime in the 
A. M. of August 16 until ? in the P. M., 
members of the St. Louis Chapter, 210 
Associates will be gathered at Nor- 
wood Hills Country Club for the first 
of what is to be their annual golf 
tournament and outing. 

With the event just days off, Lester 
Feldman, of Vangard Chemical Corpo- 
ration, general chairman of the outing, 
is busily engaged with co-workers in 
rounding out an impressive gathering 
of sport trophies and attendance prizes 
for distribution among the expected 
500 participants. 

While golf is the major feature of 
the daylight program, the sports com- 
mittee, headed by Jonas Weiss of Beld- 
ing-Heminway-Corticelli Company, and 
Homer Baker of Woh! Shoe Company, 


also has arranged for a_ horseshoe 
tournament and a cork ball game. Club 
facilities also provide for afternoon 


card games to nonsport players. At 
the evening banquet, tournament tro- 
phies will be presented and the day will 
be climaxed by a floor show. 

Tickets for the outing are in the 
hands of a committee headed by 
Charles Marcille of Western Last Com- 
pany, while William Erhardt of Er- 
hardt-Peterson Leather Company is 
in charge of the prize committee. 

Jerry Vaughn of Delmar Shoe Com- 
pany, and John Devine of Compo Shoe 
Machinery are co-chairmen of the 
banquet arrangements and Harry AlI- 
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berstein of Frolic Footwear heads the 
entertainment committee. 

Presiding over the day’s activities 
will be Gene Frenzel of Berland Shoe 
Company, regional chairman of 210 As- 
sociates, and his regional 
man, Mr. Devine of Compo. 


co-chair- 


New Depot Commander 


PHILADELPHIA—Brigadier General 
Webster Anderson, USA, recently re- 
turned from his assignment as Quar- 
termaster, USAREUR, has been 
pointed commanding general of 
Philadelphia Quartermaster 
Philadelphia, Pa., succeeding Major 
General R. P. Hollis, USA. The ap- 
pointment, effective June 28, 1955, was 
announced by Major General K. L. 
Hastings, the quartermaster general. 

General Hollis has been assigned as 
Commandant, Industrial College of the 
Armed Forces, Fort MeNair, Wash- 
ington, D. C., 


ap- 
the 
Depot, 


Longini Assets Sold to Joyce 


CINCINNATI—Joyce, Inc., manufac- 
turers of women’s shoes, a subsidiary 
of the U. S. Shoe Corporation, was the 
successful bidder $37,000 for the 
equipment of the bankrupt Longini 
Shoe Mfg. Company. Charles Longini 
was president of the Madison, Ind., 
company 

Appraised value was $52,379.50 with 
only two bids received. 


Huskies Launches Big 
National Ad Campaign 


New York—The New York office of 
the Hussco Shoe Company announced 
that an unprecedented advertising cam- 
paign, with a total of 19 advertisements 
scheduled in 17 nationally-circulated 
consumer magazines, will begin this 
month in Seventeen and American Girl 
magazines. 

In succeeding months the advertise 
ments will appear in Parent's, Screen 
land, Modern Stories, 
Modern Romances, Silver Screen, Boy's 


Screen, Screen 
Life, True Experiences, True Romances, 
True Love Stories and Compact, among 
other mass-circulating publications. 

It was estimated that 36,000,000 po 
tential Huskies customers will thus be 
introduced to the Huskies style line for 
what the will turn 
out to be 


company expects 
the biggest 
its history. 

The strategically planned campaign, 
designed for complete tie-in integration 
with the company’s 12,000 merchants, 
is timed to hit hard at the teenage and 
tot market at the peak buying period. 

A spokesman for the firm 
tailers will be advised sufficiently ahead 
of each national advertising impact to 
capitalize fully with local tie-ins. 

Continuity between the national ads 
and the local retailer tie-ins will be 
achieved by a striking stipple 
stripe design which will not only iden 
tify Huskies ads throughout the cam 
paign, but which will carried 
over the comprehensive free mat serv 
ice the company has designed for the 
use of retailers in local newspaper ad 
vertising. 

More than half of the mat ads are so 
that the can select 
specific ones to push particular 
Huskies inventory. 


back-to-school 


season in 


said re 


new 


also be 


retailer 
his 


designed 


Mishawaka Rubber Has 
New Red Ball Shoe Cartons 


The Mishawaka 
Manufacturing 


MISIAWAKA, IND 
Rubber Woolen 


Company announced the debut of color 


and 


ful new cartons which wil! be used this 
Summer and Fal! to package Red Ball 
Footwear, its branded line of shoes 
The cartons are designed to take full 
advantage of the Red mark 
and prominently display the solid red 


tall trade 


circle with the words, “Red Ball” in 
the center. 
The company announced that Red 


tall Summerettes and Commodores will 
come in cartons with rich gray bottoms 
to contrast with white lids. 





Lyons Captures 


ar 


Above, Mervin Lyons, low gross winner, receives the BOOT 
AND SHOE RECORDER trophy from Anthony Favor, presi- 
dent of the travelers. Everit B. Terhune, Jr., publisher of 
the RECORDER, looks on. Right, the golf committee, bottom 
row, left to right, Charles Havranck, Swan Shoe Company; 


DOUGLASTON, L. I,—Mervin Lyons, 
retired, shot a low gross score of 75 
to obtain permanent possession of the 
sterling silver golf trophy posted by 
Boot AND SHoe RecorveR at the Fif- 
tieth Annual Golf Tournament of the 
Boot and Shoe Travelers Association 
of New York held here at the North 
Hills Golf Club. 

Ideal golfing weather, with occasion- 
al gentle breezes and fast greens, 
brought out an interested gallery of 
non-golfers to augment the nearly 100 
travelers who attended the event. The 
tournament had 62 participants. 

Mr. Lyons also received a gift cer- 
tificate emblematic of his low gross. 

Melvin Geller, Algy Shoes, won the 
low net competition with a card of 62, 
thus establishing his first leg on the 


Tom England Memorial] Cup, original- 
ly donated by Thomas and Harold 
Callahan of Cellini Shoes, Inc. The 
cup is kept in perpetual competition 
with the annual inscription of a win- 
ner’s name. Mr. Geller was also pre- 
sented with a gift certificate. 

Victor of the “nearest-to-the-pin” 
competition was Bennett Jayne, who 
came within four feet and one inch of 
the pin on the designated ninth hole. 
He was presented a gift certificate by 
the travelers. 

Prize awards went to the following: 
Charles Putterman of Putterman 
Footwear Corporation, a set of golf 
clubs; John O’Brien, radio clock; 
George Ecclesine, electric shaver, and 
Frank Sullivan, a Freezit pitcher. 

Based on low net scores, contestants 


Cup at N. Y. Travelers’ Annual Colf Tournament 


¢ 


Anthony Favor, Walker T. Dickerson Company, and Herbert 
Spahn, Metropolitan Shoemakers. Top row, left to right, are 
Edward McCann, W. L. Kreider Shoe Company; Louis S. Faer- 
ber, Moose River Shoe Company; Warren Koikebeck, J. S. 
Zulick & Company, and Julian Stern, P. W. Minor & Son, Inc. 


finishing 1-2-3 in the Calcutta Sweep- 
stakes were Melvin Geller, winner 
with a 62; Julian Stern, second with 
a 67, and Bennett Jayne, third with 
a 68. 

Presentation of the trophies was 
made by Anthony Favor, of the Walk- 
er T. Dickerson Company, and presi- 
dent of the Boot and Shoe Travelers 
Association of New York. 

Mr. Favor announced that the Gold- 
en Anniversary Banquet commemorat- 
ing the founding of the Boot and Shoe 
Travelers Association of New York 
will be held November 28, 1955, in the 
grand ballroom of the Hotel Statler 
in New York City. The banquet will 
coincide wth the Autumn Popular 
Pree Shoe Show of America and the 
New York Market Week. 





American Hide’s Production 
Centered in Fort Hill Tannery 


LOWELL, Mass.—All leather made by 
the American Hide and Leather Com- 
pany will henceforth by turned out at 
the company’s Fort Hill Tannery in 
Lowell, Mass. The tanrery at Ballston 
Spa, N. Y., formerly operated by a 
subsidiary company, is being closed, ac- 
cording to an announcement by Stanley 
M. Rowland, president of the company. 

In making known the decision of his 
company, Mr. Rowland said, “We are 
concentrating our entire tanning opera- 
tion at the Lowell tannery where we 
feel we can do the best job of develop- 
ing and manufacturing leathers of top 
quality. Aside from regular calfskin 
production, the Lowell tannery is now 
producing kip side upper leather in 
volume and will produce a volume 
line of extreme side upper leather.” 

All production activities at Ballston 
Spa will be suspended when the last 
leather in process has been finished. 


112 


American Juniors Appoints 
West Coast Representative 


American Juniors Shoe Company, Inc., 

announced the appointment of Marvin 

Lovick, above, of Los Angeles, as Cali- 

fornia sales representative. Mr. Lovick 

hed been associcted with Modecraft 
Shoes of Boston. 


Davis Box Toe Company 
To Add Factory Space 


BEACON, N, Y.—The Davis Box Toe 
Company, manufacturers of shoe find- 
ings, innersoles, box toes, shanks, plat- 
forms and counters, announced the ac- 
quisition of additional space by its pur- 
chase of the plant of the Beacon Ice 
and Cold Storage Corporation for an 
expansion move. 

No deadline for completion has been 
set, the company said, but it has en- 
gaged an engineer to draw up plans. 
Harry Karet, president of the company, 
said the additional space would permit 
moving its Bleachery plant operation 
at Wappinger Falls to Beacon for a 
unified manufacturing program. 

The Davis company now occupies 
22,000 square feet at 64 Maple Street. 
The ice plant building will provide an 
immediate additional 8,000 square feet, 
which the company expects to expand 
eventually to an additional 20,000 
square feet. 
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Users of Silicone Leathers 
Increase by 600 Per Cent 


MIDLAND, MICcH.—Twenty-four shoe 
manufacturers and five major tanners 
are now using Dow Corning’s Sylflex 
tanned leather, W. T. Rossiter, Syl- 
flex sales manager announced. This 
represents a 600 per cent increase in 
users since Sylflex was introduced last 
February, Mr. Rossiter noted. 

Only tanners able to meet Dow Corn- 
ing’s rigid standards of high water 
repellency and low water absorption 
are permitted to use the Sylflex tag. 
Regular reports must be submitted to 
Dow Corning stating that tanners have 
tested samples on a Maeser water pen- 
etration machine. Then the samples 
must pass Dow Corning’s minimum 
standard requirements, 


Among new manufacturers now us- | 
leather are Red} 
Wing Shoe Company, Red Wing, Minn.; | 


ing Sylflex tanned 


General Shoe Corp., Nashville, Tenn.; 
International Shoe Company, St. Louis, 
Mo.; A. H. Weinbrenner Co., Milwau- 
kee, Wisc.; Virginia 
Fredericksburg, Va.; and H. J. Justin 
& Sons, Inc., Fort Worth, Texas. 

“Several other manufacturers 
currently testing the leather,’ Mr. Ros- 


siter added, “and we expect the list | 


will grow considerably within the next 
two months.” 


U. S. Rubber Promotes Two 
Executives, Four Managers 


New YorK—Effective immediately, 
H. Gordon Smith, executive vice-presi- 
dent of United States Rubber Company, 
has also been elected vice chairman of 
the board and chairman of the execu- 
tive committee. 

Effective August 1, Chester J. 
Noonan, vice-president, was elected a 
member of the executive committee. 


Mr. Smith has been with U. S. Rub- | 
joined the | 
planning department of the company’s | 


ber since 1917 when he 


Detroit plant. Mr. Noonan joined U. 
S. Rubber in 1919 as a clerk in the foot- 


wear and clothing department at Great | 


Falls, Mont. He subsequently served 
as footwear sales manager in Salt Lake 
City, regional sales manager and Pa- 
cific Coast divisional] sales manager for 
the footwear department. 

Promotion of four district sales man- 
agers in United States Rubber Com- 
pany’s footwear and general products 
division was announced by Louis J. 
Healey, manager of branch sales. 

Joe M. Robertson, assistant district 
manager of the St. Louis branch since 
January, 1955, was promoted to district 
sales manager of the St. Louis branch. 
William M. Hemmings, assistant dis- 
trict manager of the Chicago branch, 
was appointed district sales manager 
of Minneapolis. Chester L. Baker was 
transferred from Kansas City to the 
Detroit branch as district sales man- 
ager. Thomas L. Mesenbourg succeeds 
Mr. Baker as district sales manager of 
the Kansas City branch. 
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Joins Counter Company 


HAVERHILL, Mass.—-Samuel Merker, 
of the Merker Counter Company, 
Haverhill, has announced that Melvin 
Gordon has joined the company in an 
executive capacity. Mr. Gordon, a pop- 
ular shoe traveler, was for many years, 
associated with the Ellis Gordon and 
Sons Company. 

Merker Counter Company features 
the manufacture of Velvet flex, 
Featherweight, Mel-o-top, Mel-o-perma 
(polyethylene) and Superflex counters. 
Sales representatives in addition to Mr. 
Merker are Henry Meirs and Herbert 
Meehan. 


Findings Company Sells Out 

Cuicaco—The Service Shoe Findings 
Company, 19 South Wells Street, sold 
its entire interest in the firm to Bernard 
Marlowe who will continue its opera- 
tion catering to the shoe store trade 
exclusively. 

Mr. Marlowe has a thorough knowl- 
edge of the shoe findings business and 
has had personal contact with the shoe 
trade for many years. He was asso- 
ciated with A. J. Bergren for 18 years 
and was regional manager for Kno- 
mark Manufacturing Company, Inc. for 
the past nine years, from which vantage 
point he added knowledge of the trade. 
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the store that 


—MOXEES 


what's this younger generation coming to? 
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~ 








sells 


of course! 


. with smooth modern styling to open their eyes, 
volume prices to loosen their purse strings, no won- 
der so many stores find profits rise and shine with 
Moxees — the longest line of in-stock hand sewns 


and welts in the country. Retail profitably from 


$6.95 to $8.95. 


Write or call for catalog 


Moxees 


manufactured by Belgrade Shoe Co., 


ee, 


(is) 


Auburn, Maine 


113 














fast service 
immediate 
SiZe ups 


Write for Free Fall Catalog 
215 profitable styles IN STOCK 


IN STOCK ¢ 




























S 5 to 10 

M 4 to 10 

Cream, Benedictine Trim 
White, Black Trim , 
Benedictine, Cream Trim 
Black Suede, Black Trim 
Gray Suede, Black Trim 
Smoke, Black Trim 


* Less volume discount 


PHYLLIS ss 


SALESMEN: Wise, and Iil.-Ind, territories open. Write in confidence 


Appointed to District Posts by United Shoe 





NEWTON MacLEOD 


Boston Newton MacLeod, since 
1950 assistant district manager of 
United Shoe Machinery Corporation’s 
branch office at Nashville, has been 
appointed assistant district manager 
of the firm’s branch office in New York 
City, the company announced. Harry 
W. Burns who has been assistant dis- 
trict manager for United at Worcester 


since 1951 has been transferred to 
Nashville as assistant district man- 
ager. 

A native of Quincy, Mr, MacLeod 


joined United shortly after graduation 
service 


from Harvard in 1940. His 
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HARRY W. BURNS 


with USMC has included assignments 
in Boston, Brockton, St. Louis, and 
Nashville where he was transferred 
after separation from the Marine 
Corps in 1946. At New York he suc- 
W. Thomas Todd who was ap- 
pointed District Manager of United’s 
Milwaukee branch office earlier this 
year, 


ceeds 


Joining USMC soon after gradua- 
tion from Northwestern University in 
1939, Mr. Burns was assigned to the 
firm’s Boston Office until he entered 
the Navy in 1941. After separation in 
1945, he was transferred to United’s 





Worcester District where his assign- 


ments included the machinery and ser- 


vice departments as well as a short 
time at the USMC sub-office in Mar!l- 
boro. He was named assistant dis- 
trict manager at Worcester in 1951. 


He is a native of Plymouth. 


Demand for Vinyl Welting 
Causes Division Expansion 

CAMBRIDGE, Mass. An expansion 
program designed to double the produc- 
tion of Darex vinyl shoe welting has 
just been completed by the Dewey and 
Almy Chemical Company, division of 
W. R. Grace and Company. The new 
facilities are located in Dewey and 
Almy’s shoe and textile products plant 
located in Adams, Mass, 

According to A. J 
manager, 
“consume! 


. Schneider, general 
and textile products, 
demand for shoes styled 
with Dewey and Almy’s Bi-Color made 
the expanded facilities necessary. Bi- 
Color was introduced to the in- 
dustry about a year ago.” 


shoe 


shoe 


Salesmen’s Bulletin Board 


The West Coast Shoe 
Travelers Associates has instituted a 
new service for salesmen, a_ special 
bulletin board at the WCSTA offices 
to tell where, when and how long sales- 
men will be in Los Angeles. This in- 
formation may be given to Dave Kline- 
smith by calling TRinity 3688. 


Los ANGELES- 
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CUSHION-SOLE 
CASUALS 


This popular finger-gore style in 

soft, pliable elk with buoyant IN 
2-iron cushion crepe sole 

retails profitably at $4.95. == 

Order Now for Immediate — 

Delivery. Tan or Brown, paar 


Case runs of 12, 18, 24 and 36 pair; size 
runs 6-12. Minimum order 12 pair. 


Write for Catalog and Price List 
HUBER stirrer co., aviston, itt. 
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BOX HANDLERS 
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LONG ARMS* 
SAVE 
TIME 


When you need it most— 
when customers are wait- 
ing. Long Arms get the 
shoes from the high shelves in a jiffy, saving 
time—energy—avoiding accidents. Made in 
two sizes for men's or women's boxes. Handle 
lengths—30"' to 60°’: $3.50. Sent parce! post 
prepaid in U.S.A. Satisfaction guaranteed. 
Ask your Findings dealer or send order to 


CARL BEEMAN 


Cedar Heights Road Stamford, Conn. 
“patent pending 




















Key Men Get Stock Option 
PORTLAND, Me.—A plan by which key 
executives would be given options to 
purchase common stock of the Company, 
in a total amount up to 5 per cent of 
the number of outstanding shares, was 
approved by stockholders of Brown 
Company, pulp, paper and chemical 
manufacturers with plants at Berlin 
and Gorham, New Hampshire. 
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Chief, U.S. Leather 
Standards Retires 


WASHINGTON, D. C.—Everett Leland 
Wallace, widely known leather chemist 
and chief of the leather section of the 
National Bureau of Standards, retired 
June 30, 1955, after 43 years of gov- 
ernment service. 

Appointed chief of the leather sec- 
tion of the Organic and Fibrous Mate- 
rials Division in 1941, Mr. Wallace led 
a research group which has made many 
contributions to leather technology. His 
most important work was the improve 
ment of quality and durability of 
leather goods, particularly shoe leather 
used by the armed forces. 








EVERETT L. WALLACE 


Recently Mr. Wallace has been in- 
vestigating the use of sonic techniques 
for the study of leather. With the aid 
of sound waves, he has been able to 
determine the extent of strain, shrink- 
age, and aging in leather. This non 
destructive test is a basic advance ove) 
older methods which destroy the 
leather in trying to determine these 
characteristics. 

Mr. Wallace has also been directing 
the Bureau’s development of a rubber 
impregnation method for leather. This 
impregnation of leather with natural 
or synthetic rubber improves the dura 
bility and water resistance of leather, 
particularly shoe soles, The treatment 
also makes leather soles less slippery 
and allows the use of less expensive 
cuts of hide. Another of his develop- 
ments was a fungus-proofing treatment 


for leather which gives it added life 
in tropical climates. 
Born in Eldorado, Kansas, in 1888, 


Mr. Wallace received his bachelor of 
science degree in chemistry from the 
University of Denver in 1911. He en- 
tered government service with the 
U. S. Bureau of Mines in 1911, as a 
fuel chemist specializing in calorimetry 
and ultimate analysis of coal and oil. 
In 1920, he joined the staff of the heat 
treatment laboratory of the Washing- 
ton Steel and Ordnance Company, man- 
ufacturers of armor-piercing shells. He 
is a co-author of some 30 federal 
specifications. 
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THE ONLY MOCCASIN 
WITH BUILT-IN SUPPORT 
FEATURING THE 





























° RED 

* BLUE GENUINE TENN-TAN 
° WHITE 

* BLACK GLOVE LEATHER 

* BROWN 

; BROWN = STAY STRAIGHT HEELS 
* TURQUOISE INSOLES 
* BENEDICTINE = by coon/¥ean 






Packed 36 pairs 
to case |MMEDIATE DELIVERY 

















PRICED TO SELL! 






SIZES your cost 
Children’s 7- 3... .cecceveees 1.90 
Women's 4-10 1.95 


Men's 


























viver & ves ERIN, TENNESSEE 


Dept. 881555 





* Patent Pending 


Dow Corning Promotions 


MIDLAND, MICH. 
ment changes to increase promotion of 
Dow Corning the leather 
and textile industry were announced by 
Charles E. Sanford, assistant sale 
manager of Dow Corning Corporation. 

William T. Rossiter, Jr., former man 
ager of leather industry sales, has been 
appointed manager of leather and 
textile sales, with Willis D. Dicome as 
assistant manager of textile sales and 
Robert E. Vidal as assistant manager 
of leather sales. Charles J. Lenz, for- 


Four new manage 


silicones to 


merly with the leather industry sales 
division, has been appointed assistant 
merchandising manager in the 
and leather industries. 


textile 

































Shoe wholesclers of New York held their Market Week and 
Open House from July 17 to July 20 in sample rooms on 
Duane, Church and Reade Streets, also West Broadway, 
under the auspices of the New York Shoe Wholesalers As- 
sociation. Above photo shows Edward Lipkowitz chairman 
of the show committee, second from left, welcoming a 
group of retailers on opening day of the Market Week. 


The group is made up, left to right, of Dave Cohen, Mr. 

Lipkowitz, Ralph Zinn, Jerry Dubiner, Don Rosenbaum, Mrs. 

Ziata Simon and her husband, Arthur Simon. In the photo, 

right, left to right, are Jerry Schembari, Rose and Nunzio 

Fazio, customers, being received by Endicott-Johnson sales 

representatives Hans P. Harmsen, Samuel Kusseluk, Thomas 
F. O'Brien and William F. Stier. 







New York Shoe Wholesalers Hold Market Week, Open House 









United’s Interests in Shoe 
Form Sold to That Company 


BOsSTON—A joint announcement was 
made on July 11 by the managements 
of the United Shoe Machinery Cor- 
poration and the Shoe Form Company, 
Inc., of Auburn, N. Y., of the purchase 
by the Shoe Form Company of United's 
interests in that company. 

Frank P. Deucitt remains as presi- 
dent and general manager of the cor- 
poration, and Gordon N, Tutton will 
continue as sales manager. William J. 
DeWitt, Jr., was elected to the board 
of directors. 

In releasing this statement, Frank 
P, DeWitt stated that no changes are 
contemplated in the over-all policies 
of the Shoe Form Company. 


Manager of American Hide’s 
Boston Office Retires 


Boston—John Bates, 67, manager of 
the Boston office of the American Hide 
& Leather Company, retired on July 15 
after 35 years of service with the firm. 

Mr. Bates entered the leather busi- 
ness in 1906 in the Boston office of A. 
F. Gallun & Sons and six years later 
joined the sales force of Griess-Pfleger 
Tanning Company. He had been with 
the American Hide & Leather Company 
since 1920 and became sales manager 
of the calf leather division in 1946, a 
position he held until last year. 

Mr. Bates’ duties have been assumed 
by the company’s export manager, 
Philip I. Light. 


Burton Becomes Credit 
Manager at Selby Shoe 


PortsmMouTH, O.—Robert C. Burton 
was promoted to the post of credit 
manager of the Selby Shoe Company, 
the firm announced. 

He succeeds R. Watson Goddard, 
who goes into semi-retirement after 
45 years of service with the company. 
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Mr. Goddard will be associated with 
Selby now solely as adviser. 

Mr. Burton was graduated from Ohio 
Wesleyan University in 1937 when he 
joined the Selby staff. He was pro- 
moted to assistant credit manager in 
1941. 





Hubschman Production Man 
Flies to Sweden for Meeting 


PHILADELPHIA—Charles A. Martin, 
production executive, E. Hubschman & 
Sons, Inc., here, and President of the 
Delaware Valley Tanners’ Club, left 
by plane July 29 for Stockholm, 
Sweden, where he will attend the 1955 





CHARLES A. MARTIN 


meeting of the International Union of 
Leather Chemists Societies. Research 
in tanning will be reported on by in- 
ternational authorities. 

Mr. Martin will visit the laboratories 
of various internationally known pro- 
ducers of chemicals, dyestuffs, and ex- 
tracts in Germany, Switzerland, France 
and England. While in France he will 
visit the new French tanning school and 
confer with Prof. Chambard, director. 
He expects to complete his trip within 
three weeks. 





Harries-Jones Vice-President 
Of California Cobblers 


Los ANG#ZLES—Philip Harries-Jones 
has been named vice-president in charge 
of sales promotion for Cobblers, Inc., 
manufacturers of California Cobblers 
women’s casual shoes. 

Originally, Mr. Harries-Jones was 
with the English firm of Manfield, 
pioneers in the manufacture of Amer- 
ican brands of women’s shoes in Eng- 
land. Among the brands they made 
was Selby’s and Mr. Harries-Jones 
came to this country as vice-president 
and later president of the Selby organi- 
zation. 





PHILIP HARRIES-JONES 


“We are fortunate in being able to 
add his ability and experience to 
Cobblers” said Walter Braun, founder 
and president of that firm. 

Cobblers’ factories in Los Angeles 
and Williamsport, Pa., are at peak 
production on Fall orders for the 68 
styles the company will offer this sea- 
son. The Los Angeles office of Calkins 
& Holden is Cobblers’ advertising 
agency. 
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BURTON L. WALES 


Boston—Burton L. Wales has been 
elected president of the Arnold Division 
of Sandler-Fenton Shoemakers, to man- 
ufacture Arnold Authentics and other 
Arnold brands. The Arnold Division 
will also make, under license, Stetson 
shoes for women. 

Mr. Wales had been connected with 
the Arnold Shoe Company since 1910 
and the Stetson Shoe Company since 
1931, and was the executive in charge 
of merchandising the women’s shoes of 
these companies. 


Elected Officers of New Arnold Division 





ARNOLD DUNN 

As senior officer of the new division, 
Mr. Wales will direct all phases of the 
operation. Key accounts in New York 
and other eastern cities will be handled 
by Mr. Wales. 

Arnold Dunn has been appointed 
vice-president and sales manager of 
the new division. Mr. Dunn was for- 
merly with Marx and Newman Com- 
pany, U. §. distributors of British 


Brevitts and Amalfis from Italy. He 
was at one time, also, with Kays- 
Newport. 





Freeman Shoe Corporation 
Names Retail Division Head 


BELOIT, Wis.—William T. Schmitz 
has been promoted to general manager 
in charge of the retail division of the 
Freeman Shoe Corporation here, Wil- 
liam Freeman has announced. Mr. 
Freeman recently was elected executive 
vice-president succeeding A. W. Cad- 
well, who resigned to join the Hanover 
Shoe Company, Hanover, Pa. 

John D. Tobias is continuing in the 
newly-organized set-up at the company 
here as vice-president in charge of sales 
and advertising. H. Charles Farmer 
recently was promoted to advertising 
manager under Mr. Tobias’ supervision. 
No successor has as yet been named to 
succeed H. T. Cary, who resigned in 
May as president and chairman of the 
board. 


Endicott-Johnson Employees 
Take Night School Courses 


ENpicott, N. Y.—Thirty-six Endi- 
cott-Johnson Corporation employees 
completed Spring semester night 
courses at the Broome County Techni- 
cal Institute or Union-Endicott High 
School. The shoe company reimburses 
employees for one half of the tuition 
for such courses. 

Courses taken by members of the 
group included quality control, mathe- 
matics, time and motion study, market- 
ing, accounting taxation; and such cul- 
tural subjects as the philosophy of 
religion, anthropology and contempo- 
rary literature. 
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Eagle Ottawa Leather Holds 
Its Annual Sales Conference 


GRAND HAVEN, MIcH.—The Eagle 
Ottawa Leather Company held its 
second annual sales conference at the 


firm’s factory here. 

The program covered the company’s 
complex sales organization. Regular 
classroom sessions were held. 

Irving Glass, executive vice-presi- 
dent of The Tanners Council of 
America, addressed the meeting at an 
informal dinner on “Our Changing 
Economy.” 

The Spring of 1956 colors for shoe 
leathers were shown, and the new cattle 
hide leather tile for use as floor, wall 


or table top covering was also ex- 
hibited. 
Attending the conference were 


Julian B. Hatton, president; Edmund 
K. Ellis, sales manager; Milton FE. 
Burr, assistant sales manager; George 
MacPherson and Thomas Stapleton, of 
MacPherson Brothers Leather Com- 
pany, California; Joseph J. Smith, 
Portland, Ore.; J. Lamas Bestard, 
Havana, Cuba; Ray Wolff, Wolff In- 
ternational, Milwaukee; John C. Hem- 
pel, Jr., Chicago, and F. G. H. Sher- 
man, Spring Lake, Mich. 

Also Ward A. Holcomb, Cincinnati; 
W. A. Rushworth and W. A. Rush- 
worth, Jr., Rochester, N. Y.; Morris 
J. Lenobel, New York City; Leo 
Powers, Boston; James Carson, Med- 
ford, Mass.; Lewis W. and Charles 
Keith, Carlisle, Pa.; Mickey Brazill, 
John Leavitt and John Williams, all of 
St. Louis, and John T. Annas, Detroit. 
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BALLET SLIPPERS 
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CONTACT YOUR LOCAL DANCE 
TEACHERS FOR MORE BALLET SALES 


You're Losing 
FAST PROFITS 


until you feature this 
top quality Ballet Line 


Pleated-toe and full-sole dance 


slippers enuine leathers 
throughout. Hand lasted and 
styled right. Made in black 
white, red, blue, green and yellow Full run of 


sizes—Prompt service 


Satisfaction guaranteed. Write 
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PRODUCTS, INCORPORATED 
P. ©, BOX 628 COLUMBUS 16, OHIO 


Please rush me prs 
Sizes: 

Colors 

NAME 

STREET: 


ciTY: STATE 
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Atlas Boot Company Plans 
To Add 7,000 Square Feet 


COOKEVILLE, TENN.—The Atlas Boot 
Manufacturing Company has = an 
nounced plans for an expansion pro 
gram which is expected to furnish 
employment for 100 to 150 additional 
workers. 

Fred Roberson, president of the 
Cookeville Industrial Development Cor 
poration, said an agreement had been 
reached with the Atlas firm to build an 
addition to building which will add 7000 
square feet of floor space to the pres- 
ent plant here. Land for erection of 
the new addition was donated by the 
City of Cookeville. 

Clyde Dabbs is general superinten 
dent of the Atlas plant. 
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FOR OVER 49 YEARS 


Headquarters For 


CANCELLATION 
STORES 


All Price Ranges Quality Brands 
Lowest Prices Largest Stocks 


Our Store Planning Division Is ready 
to assist you in opening another store. 


hy he: AO 





MOSINGER-COHN 


§ Washington $f Louis 3, Mo 
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BOYS' SHOES 


Or re Or Ore 


@ Fast IN-STOCK service on sizes 
1-7, A, B,C, 0 & E widths 


®@ Genuine GOODYEAR WELT construc- 
tion— $5.95 to $7.95 retail 


® All shoes manufactured in our 
own modern plant 


WRITE FOR CATALOG 


The Wm. Brooks Shoe Co. 
NELSONVILLE, OHIO 











Trophy winners at the West Coast Shoe Travelers Associates’ tenth annual golf 
tournament, shown left to right, are Leon Cummings, Fortunet Shoe Company, 
winner of the WCSTA members’ low net trophy; Edna Wesson, of Coulter's, Los 
Angeles, ladies’ low net; Tom Veatch, Veatch's Shoe Store, Downey, retailers’ 
champion trophy; Elmer Sikorski, Sbicca of California, WCSTA members’ champion 
trophy; Tillie Putnam, Foot Relief Center, Riverside, ladies’ low gross; C. B. Hare, 
Florsheim Shoe Stores, Los Angeles, winner of the retailers’ low net and the BOOT 
AND SHOE RECORDER trophy, and Henry Kramer, National Shoe Stores, Reno, 
Nev., retailers’ low gross. E. M. McCubbin, A. B. Spalding & Bros., winner of the 
WCSTA members’ low gross trophy, is not shown. 





Observe New Plant Opening 

Berniz, Mo.—J. Allen Ward Shoe 
Company, Advance, Mo., held an all- 
day celebration for the opening of its 
new plant here at which Frank L. 
Sisson, president of the Missouri Delta 
Development Commission, was the 
principal speaker. 


Winthrop Representative 
Appointed for Ohio Area 


St. Lovuis—Bert Confer, formerly 
sales representative for the American 
Gentleman Division of Craddock-Terry 
Shoe Corporation, has joined the sales 
force of Winthrop Division, Interna- 
tional Shoe Company, according to Jack 
Kenney, division sales manager. He 
succeeds Bert Slack who has resigned. 


BERT CONFER 


Mr. Confer will travel the Ohio and 
Pittsburgh area, approximately the 
same territory he covered for American 
Gentleman. He will make his head- 
quarters in Bexley, O. 

Active in shoe retailing and display 
work for many years, Mr. Confer is 
president of the Ohio Shoe Travelers 
Association. He also is a member of 
the board of directors of the National 
Shoe Travelers Association. 


Entrepreneur Finds Factory 
Shoes Top Retailer’s Price 

Johnson City, N. Y.—Footwear can be 
more expensive at the factory than at 
the retail store, a young man here dis- 
covered. He stole a pair of boots from 
a rack in the finishing room of an Endi- 
cott-Johnson Corporation factory here, 
but was observed by an employe. 

Following his arrest on a charge of 
petit larceny Wilbur C. Ross pleaded 
gulity in police court and was given his 
choice of a $50 fine or a 30-day jail 
term. He chose the jail term. 





Brooklyn Man Appointed 

By Highland Shoe Company 
AKRON, PA,—Walter Bender, presi- 

dent of The Highland Shoe Company 

of Akron, announced the appointment 


S. GEORGE STELLA 


of S. George Stella, a resident of 
Brooklyn, New York, to the company’s 
sales staff. 

Mr. Bender said Mr. Stella had had 
many years of successful selling exper- 
ience. He has been assigned to a terri- 
tory including New York City, lower 
Connecticut and northern New Jersey. 

The Highland Shoe Company dis- 
tributes juvenile shoes in the popular- 
priced field. 
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Classified AND Want Ads 





SALESMEN WANTED SALESMEN WANTED 





SALESMEN WANTED 








SALESMEN WANTED 


To sell children's and growing girls' shoes. Applicants must have several 
years successful sales experience, either retail or road, in children's 
shoes. Prefer young men not over 35. Compensation on a commission 
basis. Territories available: 1|—Western Pennsylvania, Southern New 
Jersey, all of Delaware, Maryland, District of Columbia and Northern 
Virginia. 2—Western North Carolina and all of South Carolina. 3—All 
of Minnesota, lowa, North Dakota and South Dakota. Submit late photo- 
graph and complete sales background. 


ADDRESS BOX 266, CARE BOOT & SHOE RECORDER 
100 EAST 42ND STREET, NEW YORK 17, N. Y. 








IF YOU HAVE CONFIDENCE IN YOUR ABILITY TO 
HANDLE A CHALLENGING JOB—READ THIS 


We're looking for intelligent, aggressive young men to fill openings in our growing 
traveling sales force. Our company is one of the largest and most progressive 
manufacturers of Rubber, Fabric and Casual Footwear in the industry. If you're one 
of the men we want, you'll attend our training school, with pay, then join a sales 
force noted for its long, successful associations. We're looking for men 25-35 years 
of age with retail footwear experience who own or are in a position to purchase a 
car. If you're looking for a job with a future—one where you earn according to 
your ability to produce, then you'll want to write telling us all about yourself. Terri- 
tory openings are available in various parts of the country. 


ADDRESS BOX 269, CARE BOOT & SHOE RECORDER 
100 EAST 42ND STREET, NEW YORK 17, N. Y. 








DR. SCHOLL'S 
DIRECT SALES DIVISION 


has openings for responsible men to in- 
troduce the new Dr. Scholl's Air Pillo : 
Cushion Shoe, Real money-making, com- with Mr. Humphrey Smith. 
mission and bonus plan. The program 
is starting in Los Angeles. Get in on the 
ground floor. Possibilities are unlimited. 
For literature and details write: Mr. W. 
D. Emerson, 429 W. 7th Street, Los An- 


geles, California. 


preciate it very much. 


100 East 42nd Street, New York 17, N.Y 








—wOTEECE 


We are seeking to get in touch 


If you know his mail address and 
you would send it, we would ap- 


Address Box 267, care BOOT & SHOE RECORDER 











SALES MANAGER 
WANTED 


by manufacturer of children’s 
stitchdowns. Well established fac- 
tory, well known to the trade. An 
outstanding opportunity for the 
right man who can handle sales. 
Write full details, in confidence, 
to: 


Address Box 274, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y 








EXPERIENCED, ENERGETIC SALESMEN TO CARRY 
FULL OR PARTIAL STABILIZED LINE CONSISTING 
OF MEN'S, WOMEN'S, CHILDREN’S WELL KNOWN 
LINES OF SHOES & SLIPPERS. OPENINGS IN ANY 
TERRITORIES NAMED 


Address #245, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y 











SELLING SHOE OEALERS 


Due to expansion program, few good territories 
available for ambitious salesmen with basic knowl 
edge of foot appliances--arech supports and related 
items. If interested, free to travel and have ser 
vieeable car, write for information. Give qualifica 
tions in first letter 


SCOTT FOOT APPLIANCE CO. 
Box 218 Omaha, Nebr 











S ALESMEN WANTED. Territory lowa and 
Nebraska Infants’ & Children’ Pre-Welts 
and Cement Shoes. The Kepner-Scott Shoe Co., 
Orwigsburg, Pa 


‘HOE SALESMEN: Nationally advertised 
~ brand names women's high fashioned, me 
dium and low heels. Box No, 254, Boot & Shoe 
Recorder, 1221 Locust St., St. Louis, Mo 


SA! ESMEN WANTED for advertised fine 
7 line of soft sole Baby shoes, Ideal side line 
Attractive commission. Write for available terri 
tories now, for increased production. State refer 
ence and details in first letter. Address #213, 
care Boot & Shoe Kecorder, 100 East 42nd 


Street, New York 17, N. Y 








CLASSIFIED ADVERTISING RATES 


The rate for undisplayed classified advertising is 20 cents a word under any of our classified headings. Minimum amount 
accepted 18 words. $3.60. When a box number is desired, addressed to any of our offices. 12 words must be added for this 
and charged at the word rate. If advertiser's own name and address is used, count each word (street number is one word) 
at word rate. Classified advertising is payable in advance. Send check or money order with your copy. No accounts are 


opened for classified advertising except for regular advertisers on contract. 


The rate for all displayed or boxed in classified advertisements is $14.00 an inch with a maximum of 4 words per inch. 


Advertisements for this page must be in our New York Office 15 days preceding publication date “J 
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SALESMEN WANTED 


FOR RENT 


SIDE LINE SALESMAN WTD. 





INE INFANTS’ AND CHILDREN’S pre 

welts and compo shoes, attractive line with 
stock department. Address #247, care Boot & 
Lids 5308 100 East 42nd Street, New York 
17 


NDIANA. If you can carry a juvenile line in 

conjunction with yours, this is an opportunity 
for extra income, This trademarked line is 
stocked. Drawing account. Sinbac Shoe Co., 
325 West Monroe, Chicago 6, Milinois. 


1”. YOU CALL ON SHOE MANUFAC. 

TURERS and would like to sell a Style and 
Advertising Service, contact Hanford 8. Weil, 
Retail Reporting Corp., 101 Fifth Avenue, New 
York, N. Y¥. Generous Commission. 





BRANDED 

FOOTWEAR. Six Samples 
Commission Tremendous reorders. 
#264, care Boot & Shoe Recorder, 100 
42nd Street, New York 17, N. Y 


DANCING 
Six per cent 


ATIONALLY 


East 


IDWEST UNUSUAL OPPORTUNITY 

FOR YOUNG ENERGETIC MAN to rep 
resent an old established nationally advertised 
casual and flat manufacturer in the medium price 
field. Applicant should have good following in 
Illinois, Missouri, lowa, Wisconsin and Minne 
sota, Address #271, care Boot & Shoe Recorder, 
100 East 42nd Street, New York 17, N. Y 





POSITIONS WANTED 








WHAT HAS THE SHOE INDUSTRY 
TO OFFER A MAN WITH THE 
FOLLOWING QUALIFICATIONS? 


Many years with a large manufacturer 
of men's, women's and children's Water- 
proof, Casual and Canvas Footwear; in 
Sales and Managerial positions. 


Excellent following in Metropolitan New 
York and environs with Department 
Stores. Experienced in Retail Sales Pro- 
motions. Have sound philosophy of sell- 
ing and well trained in Sales technique. 


Am qualified for Management or assist- 
ing in Sales Development anywhere in 
the U. S. If interested am available 
immediately for interview. 


Address Box 272, care BOOT & BHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 














FOR SALE 





HILDREN'’S SHOE STORE, NORTH 

HOLLYWOOD, CALIFORNIA One of 
fastest growing areas in South California carry 
ing top lines. 
or less. New 
$30,000, but 
first year with proper operator, Owner retiring 
Address #268, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. 


OR SALE 

600 pairs of 
day Possible 
duction, May 
cess to produce 


store and fixtures. Did around 


prewelt factory with capacity for 
infants’ and children’s shoes a 
expansion in present type pro 
also change over to cement pro 
1400 and 1500 pairs a day 
Location North Central Pennsylvania Good 
labor available. Details given on request. Ad 
dress #262 care Boot & Shoe Recorder, 100 East 
42nd Street, New York 17, N. Y 
FAMILY Y SHOE STORE Established 32 
years, Owner retiring. Further information 
write Leland Shoe Store, 78 Leland Ave., San 
Francisco 24, California 
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Address | 


Can be bought for around $10,000 | 


can easily do $55,000 to $60,000 | 


HOE STORE, Advertised brands. Good lo- | 

cation in north west Pennsylvania. Industrial | 
town. 85% tots and teens trade. Stock $11,500 
Low rent. Priced reasonable. Address #270, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York 17, N. Y 


S TORE su ITABLE FOR LADIES’, MEN’S 
AND CHILDREN’S SHOES, located mod 
heart of business district, main 
Britain, Connecticut; 17 x 100; 
Inquire SIMONS REAL ES- 
Main Street, New Britain, 
Telephone: Baldwin 9-1924 


ern building, 
street, New 
py available 

ATE, 359 West 


¢ onnecticut 





FOR LEASE 





AMILY SHOE STORE. Located in the 

fastest growing section of Ohio. Established 
many years Handling national advertised 
brands. A well man can more than double pres- 
ent business. Long reasonable lease. Address 
273, care Boot & Shoe Recorder, 100 East 42nd 
Street, New York 17, N. ¥ 





LINE WANTED 





ADIES line wanted for West Coast salesman 

with background of successful selling. Avail 
able after August Ist. References from accounts 
Denver west. Address #265, care Boot & Shoe 
Recorder, 100 East 42nd Street, New York 17, 
N. Y 





WANTED TO PURCHASE 


RCH Support shoes for men, 

children, any quantity, Will pay 
Send list for quick action. Strahl Shoe Co., 
Third Ave., San Diego, Calif 





women or 
top prices 
1170 





SELL. US YOUR MEN’S, WOMEN’S, AND 
CHILDREN’S SHOES because we retail 
them and will pay more, Interested in East 
Coast areas. Pert Perlmutter, Route 46, Kenvil, 
New Jersey 


SEN ERAL 
shelving, 

too far away 

Iilinois. 


SECTIONS of single row shoe 
in good condition. Reasonable! Not 
Write P. O. Box 247, Champaign, 


A FAMILY SHOE STORE in New Jersey near 

Newark. A store that does between 60 and 
150 thousand dollars business a year. Write 
the following information. How much inventory, 
how much rent, how long of a lease, and how 
much business done in 1954? Address #261, 
care Boot & Shoe me 100 East 42nd 
Street, New York 17, N 


To Import and Distribute 
Foreign Shoe Machines 


Shoe Ma- 
chinery Corporation announced estab- 
lishment of a new division to import 


Boston — International 


and distribute selected foreign shoe 
machines to the American and Cana- 
dian shoe industry. 

The announcement was made by J. S. 
Kamborian, head of the corporation, 
at a recent meeting of the company’s 
board of directors. Mr. Kamborian, along 
with the firm’s export and import man- 
ager, M. M. Becka, just returned from 
an extended trip throughout Europe 
where they visited many of the leading 
shoe machinery producers. 

“An important objective of this 
trip,” said Mr. Kamborian, “was to ex- 
plore the attitude and plans of Euro- 
pean shoe machinery manufacturers 


LEADING MANUFACTURER OF BOWS & 
BUCKLES to retail and/or wholesale trade. 
Pocket-size samples. Best commission. Address 
#255, care Boot & Shoe Recorder, 100 =East 
42nd Street, New York 17, 


IDELINE SALESMAN. Manufacturer’s 

line of Men's and Boy’s Slippers, Sandals 
Established “in-stock” department for retailers. 
Straight Commission. Many territories open. 
Address 233, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y. 
Position Wanted 








BUSINESS OPPORTUNITY 





PPORTUNITY FOR SALESMEN AND 

DEMONSTRATORS. Increased demand by 
Independent Shoe Retailers plus our full scale 
demonstration program require us to make a 
25% expansion which calls for the addition of 
a number of salesmen and demonstrators. We 
have already secured the services of some very 
competent men who have been assigned to terri- 
tories. If you feel that you can qualify after 
suitable training, please furnish qualifications 
and experience with your application and re 
quest for full details. FOOT-SO-PORT SHOE 
COMPANY, Oconomowoc, Wisconsin 


regarding their coming entry into 
American market. These people proved 
to us that they have now, and are de- 
veloping, shoe machinery suitable for 
use in this country. The time has now 
come to take the initial steps in a full- 
scale program covering importation of 
selected shoe machines for American 
and Canadian shoe manufacturers.” 

In announcing the company’s new 
division, he stated that the divi- 
sion will test and evaluate, select 
and market those European shoe ma- 
chines found suitable for use in this 
country’s factories. Initial tests are 
already under way on the first of these 
machine. 

“All European shoe machinery con- 
cerns interested in this program,” 
he concluded, “have expressed con- 
fidence in the soundness of our plan 
to join their engineering skills and 
cost advantages witli the technical, ser- 
vicing and marketing facilities of In- 
ternational Shoe Machinery Corpora- 
tion in this country.” 


Cobbler’s to Produce Regular 
Last Shoes in Pennsylvania 


Los ANGELES—Walter Braun, presi- 
dent of Cobbler’s, Inc., announced the 
firm will make conventional last shoes 
at its Williamsport, Pa., factory. Prior 
to the change, the Williamsport plant 
made sliplasted footwear exclusively, 
which it will continue to manufacture. 
Basic styles of skimmer pumps will 
first be produced on the conventional 
last, and other styles will be added from 
time to time. Styles are identical to 
conventional last shoes being manufac- 
tured at Cobbler’s Los Angeles factory. 

The new manufacturing program was 
installed to permit faster delivery on 
conventional last shoes to eastern cus- 
tomers, according to Mr. Braun. Cost 
of the additional machinery was ap- 
proximately $10,000. 


Boot and Shoe Recorder 

















WANTED TO PURCHASE 








WANTED TO PURCHASE 





WANTED TO PURCHASE 





79-81 Reade St. 


BARIS BUYS for CASH 


Quick decision on your offers of discontinued and 
surplus men's, women's and children's shoes. 


Also complete stores considered 
Jobs in Fine Shoes From Fine Sources Since 1931 


New York 7, N.Y. 


RIA wee 
‘ 
fl 


Tel.: WOrth 2-5180 














WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCKS 


Write or Phone 
LOmbard 3-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 





ARRONSON 
PAYS MORE 


FOR YOUR JOB LOTS & CLOSEOUTS 
YOUR NAME & BRANDS PROTECTED. 
LEASES ASSUMED FOR OPERATION 


NOTHING TOO LARGE OR TOO SMALL 


George J. Arronson Associates 


157 DUANE ST., NEW YORK, WN. Y. 
RECTOR 2-4170-4171 























WE PAY MORE because WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES. 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


toe. enon CO., INC., 269 FULTON AVE., HEMPSTEAD, ~ pod . ¥. 














SAM CAMIETA & SONS 





YOU DEAL WITH CONFIDENCE WHEN YOU DEAL WITH THE ORIGINAL 


95 Reade St., New York 13, N. Y. 
COrtiandt 7-6378-9 


Foremost Cash Buyers of Fine Shoe Jobs Since 1906 
Surplus Stocks © Closeouts ® Complete Stocks © Yow Name and Brand Protected 














TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 Ne. 4th St Phile. 6, Pa. 














CASH 
PRICES 


10? 


SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast se 
tien - « quality men's, 
women’s and children’s shees. 





MOSINGER-COHN 


August |, 1955 





WE BUY CLOSE OUTS, SHOE STORES 
LEASES ASSUMED 
YOUR NAME PROTECTED 


B. & R. SHOE CORP. 


74 READE ST., NEW YORK 7, WN. Y. 








No More Worries 
No More Cares 


LOUIS CAMITTA & SON 
#1 READE ST., new ve YORK, @. Y. 






























CASH PAID FOR 
SHOE STORES 


CLOSE OUTS JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


101 DUANE ST. NEW YORK 7, WN. Y. 
Telephone WOrth 2-2515 








ile 








mre i 


V Quality Shoes \V Complete Stores 
Jf CLOSEOUTS OR SURPLUS 


from Mfgr. or Retailer 
Any Quantity . . . Any Time! 


: ee eeeen 


For Quick Action, 
F] wrire, Wire or Phone 











CE 1-4898 CE 1-3762 
QUALITY SHOES SINCE 32 


: 
“WHILE IN TOWN SEE WEIL” ? 












MORRIS BAYROFF 


formerly with M & R Shoe Co. 


1S NOW LOCATED AT 
157 DUANE ST., N.Y.C. 
Telephone REctor 2-4249 
Highest Prices Paid for 
Complete Stores & Closeouts 
Leases Assumed 











MM CASH FOR 
GM CLOSEOUTS 


GME SURPLUS 
GB DISCONTINUED LINES 
GH COMPLETE STORES 


BROITMAN - GAFFIN 


146 DUANE ST.M Y.C. 83-7290 


























MY HOBBY 
Boks Selling Shoes for 36 years 
H TOP PRICES 


ag stocks 


HARRY HESS 
76 Reade Street New York 7, N. Y. 
Telephone: WOrth 2-096! Beekman 3-767! 








Buy Savings Bonds 












































SHEBEAU SUEDE 








CHICAGO BOSTON 


ARMOUR LEATHER COMPANY 


Aniline dyed 


try t 4 lite 
Op bu fed Sp tS 


use Trons 


free sample 


NEW YORK 








PROTECT YOUR SHOE STOCK! 


@ Make more salcs 


@ These disposable fabric socklets, seamless toe and heel, 
are amazingly low priced 


D & K COMPANY, INC. 


134-C S. Aurora St. 


® The 
DISPOSABLE 
try-on socks 


@ Save your merchandise from 
damage caused by bore feet 


Customers like to trade at stores that 


See your jobber, or write for 


ithaca, N. Y. 








VITAE AND Vloas 


your 


ADVERTISING 


— if youadvertisein newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


An outstanding service of 
carefully written copy, photo- 
graphs and beautiful art work 
for direct mail and news- 
paper advertising. 


. Vincent Edwards Idea Clipping 
Service 


Actual newspaper tear sheets 
of ads of shoe stores; you se- 
lect the exact stores and 
cities you want to see or 
leave the selection to our ad- 
vertising staff. 


VINCENT EDWARDS & CO. 


World's largest advertising 
service organization 


342 Madison Ave. 
New York City 


NEWSPAPER, 











Buy Savings Bonds 











One pair—or another 3 MILLION pairs— 


from now, no retailer will 
ever have to take 


1¢ in markdowns 


©1955 WELLCO SHOE corp., wasinadiies N. C. 
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_ Gorevitz’? 73 Tops Field 
At 210 Associates Golf 

Boston—Approximately 200 players 
participated in the fifteenth annual 
golf tournament held by The 210 As- 
sociates, Inc., on July 24 at the Blue 
Hills olf Club in Canton, Mass. The 
tournament was followed by a dinner 
served in the club house. 

The Cooney-Weiss Trophy, donated 
by the Cooney-Weiss Fabric Corpora- 
tion, was won this year by Robert Gore- 
vitz of the National Shoe Products Cor- 
poration, with a low gross of 73. Low 
net in the first division, entitled the 
winner to the Shoe and Leather Re- 
porter Trophy, went to Sidney Taras 
of the Dolgeville Footwear Corporation. 
His card was 76-10-66. 

Low net in the second division was 
won by Sol Segal of the Service Wood 
Heel Company with a card of 82-17-75. 
He takes possession of the Abraham 
Shapiro Memorial Trophy donated by 
Boot AND SHOE ReEcorDER. The Arm- 
strong-Norwalk Trophy went to Ray- 
mond Ryan of the American Biltrite 
Company as winner of low net in the 
third division with a card of 86-21-65. 

Several other prizes for winners in 
special events such as the Shawnee 
Tournament were awarded following 

the dinner, 








REBUILT ADRIAN X-RAYS 


Completely Renovated—Guaranteed to Pass 
all codes—Priced low—Terms. 
REPAIRS SAVE MONEY REBUILDING 
Tubes—Transformers—Timers—Screens. 
M. B. ADRIAN & SONS X-RAY CO. 
342 E. Ward St. Milwaukee, Wis. 











The Brannock Junior is especially de- 
signed and calibrated for the correct 
fitting of children's shoes. Size Range 
from Baby 0 to Misses size 5. 


ALL MODELS $15 


Available at special cooperative price if 
ordered through certain shoe manufac- 
turers, For this list and full deta‘ls write to 


THE BRANNOCK DEVICE CO. 


Syracuse 3, New York 











re () 
7 Ud 4’ 


ALPINE + BRIARHIDE+-LASTICALF + GRAINS 
NEWARK, NEW JERSEY 
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Hlepr oul If you’re angling for more volume to get more cash; 
Uh and extending more credit which ties up still more 
of te capital; use Crompton Factoring and escape from 
—_— the vicious circle. 
wicwows The more business you do the more daily cash you get 
: le from Crompton for your receivables — and without 
cuicte : 
recourse. And the more bills you can pay that much 
sooner to get more goods for your expanding business. 
That immediately takes the squeeze off your business, 
and relieves your mind so you can concentrate on 
production and distribution. 
Ceomrtor And there’s a saving! You do away with receivable 
{ bookkeeping, the cost of collection, and the hazards 
RICHMOND | 4 of credit. 
COMPANY 


The Human Faclor 





4074 cbuenue of the « Tmericas New York 18, N.Y. 








INDEX TO ADVERTISERS 





Acme Boot Co ; P Culver Mfg. Co Leather Industries of 
Acme Leather Co. ... ES Curtis, Stephens & Embry Co ; Loewengart & Co 
Adams Brothers +" Long Arm 

Adrian, M. B., & Son X-Ray Co 22 D> & K Company Lucky Sales Co 
Allied Shoe Products Show 7 Davtimer Footwear 

Amalgamated Leather Cos 2, 73 Deb Shoe Company Mears, Fred W., Heel 
Amer, William, Co Dow Corning Corp : Morris Bayroff 
American Biltrite Rubber Co 22, 23 Mossinger-Cohn C: 
American Hide & Leather Co Eby Shoe Corp 2 Mrs. Days Ideal Baby 
Armour Leather Co Eddy Shoe Co 

Arronson, Geo, J., Associates Ed. White Junior Shoe Co A) Northwestern Leather 
Avon Sole Company Edwards. Vincent 199 

iendicott-Johnson Corp if Ohto 

Evans, John R., & Co 


ic 
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atopy ne 5 22 Freeman Shoe Corp | 
Bata Shoe Company Sf . ; . 
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Beckwith Mfg. Co (j jerberk Payne Shoe Co tac Cover ta dor : 
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Borg, Geo. W., Corp 74 iotham Shoe Mfg. Co Loe Shoe & R i nes Fair yondon 
Brannock Device Company 22 o-Lwo arx Kubber ‘ 
Brezner Div. Allied Kid Co Hempstead Shoe Co 121 
Broitman-Gaffin Shoe Co 12 tiess, Harry 
Brooks, Wm., Shoe Co Hollywood Products Co 
Brown Co. .. Hood Rubber Co 
Brown Shoe Co Huber Slipper Co 

Hubschman, E., & Sons, Ine 

Hussco Shoe Company 


eter hoe 
hylil Bhoe C's 
rima Footwear Co 


Appliance Ce 
| 


‘amitta, Louis, & Son 1 

‘amitta, Sam, & Son 12 Irving Tanning Co 
‘amitta Shoe Co 

‘aribe Shoe Corp 4 Knomark Mfg. Co 
‘arry Pack Co., Ltd Kreider, A. 8., Shoe Co 
‘at's Paw Rubber Co Kreider, A. 8., 
*hesapeake Shoe Co ‘ 

‘hris Laganas Shoe Co 

‘olonial Tanning Co 

‘rompton-Richmond Co 
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This sign 1s never down for long... 


Workers using United machines have a special 
kind of work insurance: ...the WAC Parts System. 

Backing up the operators you see here are strate- 
gically located stocks of replacement parts. And 
that’s true for all workers at every one of the more 
than 100,000 United machines in operation. Parts 
needed are provided quickly through a smoothly op- 
erating nationwide system of supply. There’s ever- 
present protection against the creeping paralysis 





that otherwise could spread through a factory when 
one machine is down for lack of a single part. 
Whether the “men at work’”’ are at machines or in 
charge of an entire factory, the WAS Parts System 
is constant insurance for their steady breadwinning. 
Parts supply is a UBA€ service to the shoe industry. 
A service that means costs down instead of machines 
down . . . and helps the shoe industry supply the 
customer in the shoe store... amply and in variety. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 








...and the 


leather is 


In Red, Black, Benedictine or Grey 
Velka. Genuine mouton cuffs with 


waterproof shearling linings 


COLONIAL TANNING CO., ° y 1,MASGACHUSETTS 
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THE ALL BOYS’ ACTION SHOE 


The outdoor promotion 
that was built with YOU in mind 


YOu shouldiibe profiting from the multi-million dollar Qut-of- 
Doors Camp and Campus market, fastest growing segment of 
the boys’ shoe business. The youngsters who comprise it are 
active, fast-playing boys who require lightweight, flexible, yet 
sturdy shoes—-the kind that stand up under hard wear to which 
sports, camping and hiking subject them. 


With GeePees, The All Boys’ Action Shoe, you feature a 
short, compact line that brings your young customers every style 
and type they need. GeePees, a powerful promotion, is quickly 
identifiable with the Gerberich name, and is one upon which you 
can build a profitable business for the immediate and long term 

future. GeePees are nationally advertised in Boys’ 


& Life and Parents’ Magazine. 


: 24 5 Styles IN-STOCK for GERBERICH Dealers 
“= x 


GERBERICH-PAYNE SHOE CO. MOUNT JOY, PENNSYLVANIA 


: : te : ; 
‘ 








